CHICAGO 


PUBLISHED 
WEEKLY at 537 
S. DEARBORN ST. 
HAR. 7504 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postofiice at Chicago, IIll., under the act of March 3, 1879. 


SECOND 
BR. 9-6432 


Vol. 5, No. 51 


DECEMBER 22, 1934 5 Cents a Copy, $1 a Year 


Rough Proofs VARIED COPY IS 


What the male stars wear in -~ 
tures will now be promoted as | 
fashions for men. This is going to 
be a big break for Wallace Beery 


ae 


International Silver recommends 
Benvenuto Cellini as a great crafts: | 
man and a master salesman. Like 
all other good salesmen, Ben readily 
admitted that he was good. 


a re 


A gentleman who is temporarily 
detained in a state institution re- 
cently addressed the local advertis- 
ing club—inside the walls. This 
merely goes to show how much 
easier it is to get into jail than out. 


7. FF ¥ 


Jewelry sales, census figures 
show, declined heavily during the 
depression years. The boys realized | 
that in the case of wedding rings, | 
it isn’t the cost but the upkeep. 


7. WF F | 


“Urges bakers to increase their 
advertising appropriations.” 
All they need for better publicity 


is a little more dough. 


, & ¥ 


More than 1,200 manufacturers | 
are cooperating in the FHA better 
idusing drive” Mis even hop — that 
some day there will be a little 
cooperation from Mr. Ickes. 
¥ vy v 


A lot of people are planning to | 
invest in the Hamilton watch, says 
its inquiring reporter. They’ve dis- | 
covered that you don’t have to be| 
a railroader in order to qualify as | 
a customer 

7 # 

“Every security is a speculation,” | 
asserts the Bank of New York and | 
Trust Company. That’ testimony, 
published a little earlier, would have 
been welcomed by Samuel Insull 
and friends. 

yvY 

‘The biggest thrill in the world,” 
says Studebaker, “is to own a 
Champion.” 

Next to being one, that is. 


* > 
G & W suggests with reference 
to dispensing Christmas cheer in 
the most approved form, “Offer it 
to all but do not urge it on those 
who do not want it.” 
If you offer it to all, you'll have 
your hands full 
veg, 


Irvin S. is going in so heavily for 
liquor endorsements that a Texas 
reader believes corn on the cob will 
soon be less famous than Cobb on 
the corn. Maybe he’s right. 


ee Fs 

The American Lady Corset Com- 
pany has announced an increase of 
100 per cent in its advertising ap- 
propriation. If the female form 
isn’t as divine in 1935 as the poet 
insisted, it won't be the fault of 
the corsets 

. 2 97 

Gillette started advertising safety 
blades and daily shaves away back 
in 1903, and it is beginning to look 
as if they’ve made a clean-up 


vvy 
If you don’t get what you asked 
for, just remember there are only 
365 more days till Christmas. 
Copy CUB. 


|ing, radio spot 


USED IN M-G-M 
MAGAZINE DRIVE 


“David Copperfield’ Gets 
Novel Promotion 


New York, Dec. 20.—-In a campaign 
to appear in January and February 
issues of magazines, Metro-Goldwyn- | 
Mayer Pictures Corporation again 
brings an innovation to motion pic- 
ture advertising by employing dif- 
ferent approaches in the copy, the 
idea underlying the plan being that | 
the Colonel’s Lady and Judy O'Grady, 
although “sisters under the skin,” 
can best be interested in the adver- | 
tised feature picture through sep-| 
arate copy appeals. 

The picture is “David Copperfield.” | 
Eight different advertisements have) 
been prepared by the Metro-Goldwyn- 
Mayer agency, Donahue & Coe, Inc., 
to reach the readers of the 40 maga- 
zines on the schedule. 

In addition to the magazine pro- 
gram, newspapers, outdoor advertis- 
announcements, di-| 
rect mail to schools, principals, study 
classes, and 264 exploitation tie-ups | 
will cor prise this promotion,,said 
to be the most extensive advertising | 


| effort ever put behind any motion) 
| 


picture by any producer. 

The plan of diversifying the ap- 
peals made in the magazine adver- 
tisements resulted from a considera- 
tion of the question of how much | 
copy on a single product must be| 
varied in “basic pitch” to fit the par- 
ticular audiences of various types of 
magazines. In the opinion of How- | 
ard Dietz, M-G-M publicity and ad-| 
vertising manager, at least eight} 
variations are needed for this pie-| 
ture and for the list of magazines in | 
which it will be advertised. 


Release Dates a Problem 


Although it would seem that a 
story of such universal 
“David Copperfield” would require 
but one advertisement to interest all 
| types of readers, it was felt that 
| specialized copy would appreciably 
strengthen the campaign. ‘David 
| Copperfield” is the third M-G-M pic- 
ture to be given extensive advertis- 
ing in magazines. 

Vic great difficulty in the past 
has been making the appearance of 
the advertising and the release of 
| the picture coincide. This is not dif- 
| ficult in the case of newspapers, but 
with closing dates of magazines as 
they are, and with retakes serving 
as the “manufacturing problem” of 
the motion picture industry, so far 
as national magazine advertising is 
concerned, motion picture producers 
steered clear of large magazine cam- 
paigns. 

In certain women’s publications, it 
was believed by those preparing the 
“David Copperfield” campaign, read- 
ers would want to be assured of the 
authenticity of the screen dramatiza- 
tion. Hence one advertisement, which 
is mainly text, is confined almost 
wholly to the story of the produc- 
| tion of the picture, to the two years 
| of research which insure its fidelity 
to the original, to the work of the 
M-G-M staff in England, and the du- 
plication of the original locations. 
| Obviously this will appeal to all 
who revere Charles Dickens and his 
| work, but it would not seem quite as 
| important to readers of magazines 
| with what may loosely be termed 
| ‘‘mass” circulation. In these publi- 
| (Continued on Page 21, Col. 4) 
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EIGHT APPROACHES 


Single-Product Copy 
Abandoned by Squibb 
In Newest Campaign 


| 


Drive Is Designed to Stress House of Squibb 
| As an Institution 


New York, Dec. 20.—In keeping; the public is ready to buy Squibb 
| with the traditions of the company | products for all their home require- 
over many years and in view of| ments, “once they realize clearly 
legislation which is likely to be en-| that they can have the Squibb guar- 
acted soon, E. R. Squibb & Sons have! antee on all the preparations they 
launched a program which will be) need.” 
continued throughout 1935 based on; From the findings of the survey, 
the theme, “. . . and the truth shall| Squibb officials and their advertis- 
| make you free.” |ing agency, Geyer-Cornell, learned 
copy approaches to be used in | owas made sralaiie tov estar Ounces. ee Geek ee 
* ee ' ' . | c at « « « € > 3 S 4 
publicizing gecrot fl David Cop- ‘first time this week when _ facts| distinguish the character and stand- 
pertieia. ‘concerning it were revealed to|jing of the dealer who handles 
| ADVERTISING AcE. The outstanding | Squibb products by maintaining and 


' 
|features will be the emphasis the increasing the public recognition of 
ORUG GROUP SAYS new advertising program places | the significance of the Squibb name. 
|both upon the Squibb name as rep- 
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The playbill copy, one of the eight 


resenting an entire line and upon 


IT WANTS LAW TO tt 


tee Pee = 


STAMP OUT FAKES 


Proprietary Association Hits 
“Tugwell” Bills 


New York, Dec. 20.—The _ Pro- 


prietary Association not only favors,! which the forthcoming legislation is 


but desires legislation to stamp out 
fakes and frauds, a 
leased by the association this week 


statement re- | 


the individual products which make 
up part of the line. 

“That a new day has already 
‘dawned in the advertising of house- 
hold preparations is generally con- 
ceded,” says Theodore’ Weicker, 
executive Vice-president of the com- 
pany. “That legislation drastically 
regulating the character of such ad- 
'vertising will be passed in the not 
| distant future is a real possibility. 
| “E. R. Squibb & Sons have long 
'since taken their stand as opposed 
ito the type of advertising against 


4 


directed. 
No Treatment Suggestions 


The second objective is to present 
repeatedly not only a group of the 
|company’s products in most active 
demand but also the entire line 
which, according to the survey, the 


Dublic is..willing to; buy,..Magazine _ 


and newspaper advertising will be 
coordinated in attaining these ob- 
jectives. 

“The new Squibb advertising pro- 
gram,” Mr. Weicker told ADVERTISING 
Ack, “selects the national magazines 
to achieve, by a concentration of 
expenditure, the strongest possible 
promotion of the House of Squibb 
as an institution; it eliminates the 
campaigns upon individual prod- 


| 
| 
| 
| 


“The new advertising program is/|ucts; it undertakes to maintain and 


declares. |'based upon the established Squibb|to increase Squibb prestige—to in- 


;tion points out. 


appeal as | 


“The drug industry has as much | principle of telling the truth about | 


to gain as the public,” the associa-|any product presented. 
“Their 


In harmony 
interests | with the attitude of the House of 
are the same. Large, permanent| Squibb against anything which 
businesses attain their proportions |} tends to foster self-medication, these 
and prosperity, and maintain them,|household product advertisements 
if at all, in the favor and confidence | will not contain any recommenda- 
of the public.” |tions or suggestions for therapeutic 
Composed of more than 80 per | treatment.” 
cent of the manufacturers of pack-| Before formulating the new  pro- 
aged drugs in the United States | gram, Squibb executives conducted 
and representing a large part of the|a survey of the present consumer 
two billion dollar drug industry, the | market. It demonstrated that the 
association takes a firm stand in | general public believes the name 
this statement for a clean-up of |Squibb represents a high standard 
present conditions. of quality, gave evidence that a 
Although stating that the existing certain number of Squibb products 
federal foods and drugs law enacted are placed by preference in bath- 
in 1906 has been and is an effective |room cabinets throughout the coun- 
(Continued on Page 20, Col. 4) try and that the large majority of 


Last Minute News Flashes 


Calkins & Holden Get Oakite Account 


New York, Dec, 21.--Effective Jan. 1, newspaper and radio advertising 
of Oakite, sudsless household cleaner made by Oakite Products, Ine., will 
be placed by Calkins & Holden, New York. 

Business paper advertising of Oakite industrial cleaning materials 
will continue to be placed by Rickard & Co., New York. 


Barret to Head Fletcher & Ellis Chicago Office 


New York, Dec. 21.—Richard Barret, who has been connected with the 
New York office of Fletcher and Ellis, Inec., since the agency was organ- 
ized, has been appointed manager of that agency’s Chicago office, effective 
Jan. 1. 


Tareyton Cigarette Account to Hartman 
New York, Dec. 21.—L. H. Hartman Company, Inec., New York, has 


been appointed by American Tobacco Company for Herbert 


cigarettes. 


Newspapers will be used, starting early in January. 


terpret the ideals and = standurds 
which the name of Squibb repre- 
sents so that dealers will benefit in- 
creasingly by the good will asso- 
ciated with the name of Squibb. 

“During the more than 75 years 
since the founding of the House of 
Squibb, some of the greatest dis- 
coveries and developments in the 
science of medicine have occurred. 
Through those 75 years, Squibb has 
served medical science and has 
helped to make available to human 
beings the values in life and health 
which medical science has revealed. 


Tareyton | 


“The name of Squibb has come 
to mean what it now means to the 
public because of this association,” 
Mr. Weicker continued. “In the 
new magazine advertising, it is the 
ideals and achievements of medical 
science that will set the key of the 
appeal to the public, and the adver- 
tisements will represent the House 
of Squibb always as sharing the 
ideals of medical science and play- 
ing its own part in the work which 
medical science is doing.’ 

Each advertisement will be based 
upon a high conception of human 
benefits through scientific medicine, 
and will appeal to the emotional re- 


Directory of Features 
OO en eee yee 
Farm Paper Lineage Figures.15 
Getting Personal 
Information for Advertisess.10 
Newspaper Lineage Figures.16 
Photographic Review of the 
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2 ADVERTISING AGE 


December 22, 1934 


sponsiveness of readers by dramatic illustrations for framing and hang-|arises. The Squibb philosophy, as|tively the sale of an entire line of 
illustrations and text. Each will |ing in homes. |stated by Mr. Weicker, is as fol-| products, backed by a name which 
have the added value “of being not! This response, according to Mr. | lows: enjoys a high degree of public good 
a conventional, commercial adver-| Weicker, “is a demonstration that “Magazine advertising is general-| will, the principle does not apply. 
tisement but a moving as well as|this type of advertising—different | ly recognized as a good medium “Even a limited group of prod- 
an informing expression, keyed to|in conception, in feeling, in manner | for the efficient and economical ad-| ucts, properly featured in individual 
the dignity of its subject, appeal-|—is making the name ‘Squibb’ still vertising of individual products that advertising campaigns, requires a 
ing to the strongest forces in hu- | more completely a part of the pub-|are nationally distributed. This may subdivision of expenditure which 
man beings and registering clearly | lic consciousness.” These advertise-| apply to the manufacturers who | results in an inevitable loss of 
the dedication of the House of| ments will continue, some being two! produce only one or two prepara- | strength behind all the individual 


Squibb to the ideals for which it/full pages, others single pages. ‘tions, sold over the retail drug| products, and which, therefore, in 
has always stood in its service to On the list of national magazines | counter. In such an instance, it is | some degree dissipates the power 
the medical profession and to the|are the following: The American| possible to concentrate a maximum | represented by the aggregate ap- 
public at large.” Magazine Collier’s, Cosmopolitan,| appropriation to do a job of maxi-| propriation 

Fortune, Good Housekeeping, Ladies’;|mum effectiveness on one or two| “When the publicizing of an in- 


Want Copies to Frame |Home Journal, McCall's, National | products. stitution or a brand name becomes 


Some advertisements meeting} Geographic Magazine, Parents’ Maga- only one part of a multiple national 
these specifications have already | gine, Redbook, Time and Today. advertising program which includes 
appeared, resulting in many direct| In considering the newspaper ad- “But where the objective is not|expenditures for a number of dif- 
expressions of appreciation and re-| vertising, the question of subdivid-|to offer the public merely one prod-|ferent products, the institutional 


Promotes Entire Line | 
| 
| 
‘ ~ . — . . | | £ ~ 7 rel ; > . “ti « > 
quests for reproductions of the ing the advertising appropriation|uct or two, but to promote effec-|campaign suffers its proportionate 


PLUS VALUE 


HEN the Times-Union’s present advertising rate of 


13 cents a line was established the daily circulation 


was 50,962... 


TODAY IT EXCEEDS 


61,000 


To be exact, the November 1934 net Paid DAILY 


61,718 


Here is a plus value of more than 21 per cent in Florida's 
largest newspaper . . . the lowest milline rate in the most 
promising market in America... and the biggest advertising 


bargain your advertising dollar ever bought. 


Che Florida Cimes-Union 


LARGEST CIRCULATION IN JACKSONVILLE 
Daily — FLORIDA'S LARGEST NEWSPAPER Stunclay- 


weakening, along with the specific 
campaigns centered upon individual 
products. 

“The principle of strongly featur- 
ing individual products is the prin- 
ciple which obtains in advertising 
by manufacturers through news- 
papers. Again, the loss, in strength, 
of appropriation through a subdivi- 
sion for separate campaigns on each 
of a group of individual products 
is the deciding negative when the 
major objective is to sell a line. 

“The new Squibb advertising pro 
gram has developed a new type ot 
newspaper advertising to achieve 
this objective. To feature all the 
products in the Squibb household 
necessities line in a strong, direct 
selling way is the objective of the 
mewspaper advertising.” 

Never before employed by an) 
manufacturer of medicinal necessi- 
ties, the shopping list principle was 
adopted. This advertising makes 
it possible for Squibb to feature 
repeatedly over a period of weeks, 
every product in its home neces- 
sities line. This advertising has 
already started in newspapers. 

Four elements in this new styl 
copy are dominant headline and 
message which crystallize the good 
will values of the magazine adver- 
tising into simple and direct selling 
terms; the offering of one or mors 
featured combinations of products 
as leaders, at special prices; the 
listing of six to 12 selected prod- 
ucts, illustrated, individually named 
and described and clearly priced; 
and the use of a supplementary list 
of a dozen or more items, with 
name and price only. 

The highly localized newspaper 
advertising will be expanded from 
trading area to trading area, sweep 
ing over the entire area blanketed 
by the magazine campaign. As the 
campaign continues, the lists will 
be shified so that the newspaper 
efforts will be building steadily an 
increasing public knowledge of the 
Squibb line, and offering special in- 
ducements to buy. 

Another step has been taken to 
line up the retail trade more strong- 
ly behind the Squibb products and 
effectuate its retail profit mainte- 
nance policies. The company has 
selected 230 local wholesalers, whom 
it calls “Squibb Factors,” to service 
on a consignment basis all retail 
druggists who buy Squibb products 
through wholesalers. The plan is 
also constructed to make products 
available to retailers more quickly 


Many Dealer Helps 


These wholesalers. or Squibb di 
rect, will supply retailers with spe 
cial interior and window display 
material to tie up with the news- 
paper advertising. Small metal mer 
chandisers are made available to 
retailers in special merchandising 
offers. On the steps of these units, 
Squibb products will be rotated. 

In the professional field, over 100 
publications covering the entire 
country in all leading tields are on 
the 1935 schedule. This is a larger 
list than heretofore. Direct mail 
and sampling will be employed. 
Exhibits will be staged at more than 
100 national, state and sectional 
meetings of medical and = dental 
societies. 

The professional service’ repre- 
sentatives make over 125,000 per- 
sonal calls on physicians a year to 
tell about Squibb products. Orders 
are billed through the local drug- 
gist. More than 2,000,000 samples 
are distributed a year to physicians 
and dentists. 


Issue Type Chart 
Associated Typographers, Inc., New 
York, has issued a condensed type 
specimen chart showing more than 
75 faces and 100 borders in a 1214x2s 
size which folds to 121%4x9. Copies 
are available to those interested. 


Babbitt’s Test Campaign 


B. T. Babbitt, Inc.. New York, ha 
appointed the New York office ©! 
Blackett-Sample-Hummert. Inc., ¢t 
direct a test campaign on Babh- i! 
three metropolitan areas Duane 
Jones is account executive. 


Bly to Seiberling 
Carl Bly has been appointed «a: 
vertising production manager of 1} 
Seiberling Rubber Company. 
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tal oo AL 


Poet gh ame en leap RES oe 


w 


“\V/HERE ARE 


THESE MEN? 


How CAN I 
FIND THEM?” 


ROM what ranks—what trade affiliations—can manufac- 

turers of air-conditioning equipment recruit competent 
distributors and aggressive dealers? From heating and vent- 
ilating men? From plumbers, radio dealers, automobile 
dealers, electrical dealers? From the electric refrigeration 
industry, or where? Perhaps no one group gives the whole 
answer to distribution. Possibly all can make contributions. 
But one thing is certain. Some of these groups are better 
qualified than others. And of them all, the electric refrigera- 
tion store offers a most logical distribution outlet for air- 
conditioning manufacturers. 


The electric refrigeration dealer is a salesman. His record 
proves that. He knows specialty selling. He is familiar with 
time-payment business. He understands installation and serv- 
icing. Refrigeration is an essential part of air conditioning. 
For the “‘package type’ of self-contained room coolers, the 
better household refrigeration dealer is just made to order. 


Distributors and Dealers who WANT TO HANDLE and 
CAN LEARN TO SELL Azr Conditioning Equipment 


Then again for air-conditioning installations which require 
engineering service, could there be a more logical outlet than 
the distributor or dealer engaged in commercial refrigeration? 
These men have engineering background plus their specialty- 
selling ability. Their sales are based on engineering esti- 
mates. They know time-payment selling. Installation and 
servicing is part of their daily business. And “comfort 
cooling” is the part of air conditioning which has caught the 
public’s fancy. These men are “tailor-made” distributors and 
dealers for air-conditioning manufacturers. In fact many of 
them are already in this new business. 


ELECTRIC REFRIGERATION NEWS is the business newspaper of 
the refrigeration industry—household and commercial. By a 
natural evolution it has also become the business newspaper 
of the air-conditioning industry. It is a recognized source of 
information on this new business, and is also read by men in 
other industries who are considering air-conditioning oppor- 
tunities. On every count it offers to manufacturers of air- 
conditioning equipment a logical and effective means of 
contacting potential distributors, dealers, salesmen, and 
service men quickly and economically. 


ELECTRIC 


REFRIGERATION NEWS 


Audit Ro: SO Business News Publishing Co., 5229 Cass Avenue - Detroit Member of 


Associated Business Papers 
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ADVERTISING AGE 
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pressly endorsed by you, and al 
A N A St d i t though a super-sensitive advertiser 
e o te u iy rus ees might seek to quarrel with the 
method by which you reach yout 
e e bd conclusion, the important thing is 
oO | ce J ec t | O nN S to that ‘there is no disagreement on 

the point.’ 
e “The second of these doctrines 
i | f P Pp A might be said to be impliedly en 
onc ustons O 2 @ @ d«dorsed by your association, for you 


quote from your standards of recog- 


nition to the effect that ‘the agent 

New York, Dee 20.-The agency | not the intention of our report to) Must not be engaged in or affiliated 

compensation ball was tossed back | injure any one involved in the ad-| With the business of any medium. 

into the lap of the Periodical Pub-| vertising process, nor do we believe | Otherwise, your statement appears to 

lishers Association this week when!that there will be such a result. We be silent on this highly important 
Lee H. Bristol, Allyn B. McIntire, | are all engaged in business for profit, matter. 

and Stuart Peabody, trustees of the | and we would indeed be short sighted “Turning now somewhat more spe 


agency compensation report made for if we did not recognize the desirabil cifically to the basic views embodied 


the Association of National Adver-| ity of profit among agencies and pub- in your statement, it would appear 
tisers, made public a letter replying | lishers as well as among advertisers.” that your reasoning runs somewhat 
to that addressed to them earlier this “We are pleased to find,” the trus-| as follows: 

month by the magazine organization. tees’ letter continues, “that, in so far “(1) The advertising agent is not 


The 


trustees’ letter expresses ap-| as the two fundamental doctrines set now and never has been the agent ot 

preciation to the Periodical Publish-|torth in your report are concerned, the advertiser, but presumably, is 
ers Association for their analysis of | we are not far apart. In fact, we your agent, 
the situation, which was reported |) seem to be in agreement. Our report “(2) The advertising agent is paid 
fully in the Dee. & issue of ADVERTIS- includes these two doctrines: a commission (or discount) by you 
ING Ack, but takes direct exception “(1) The advertiser is entitled to for service to the advertiser; 
to many of the passages in the! the full and undivided loyalty of his “(3) You look only to the adver- 
P. P. A. communication, and the con-| advertising agent; and tising agent for payment for your 
clusions drawn from them. “(2) The advertiser is free, in space, and in event of a default by 

After pointing out that the P. P. A.| law and in morals, to deal with his) the agent, you do not collect from 
letter has served a valuable purpose|agent upon such terms and condi-| the advertiser; 
in creating further discussion of the} tions as may be mutually accept “(4) The commission (or dis- 
subject of agency compensation, the | able. count) system has operated success 
trustees’ letter asserts that “it was “The first of these doctrines is ex-| fully for 33 years (in your case), and 


DISCOVERED! 


A New Iowa City of 
290,000 People 


Lae increase of 74,338 copies in The Des 
Moines Sunday Register circulation since 1929 is equivalent 
This 


additional purchasing power can be reached exclusively 


to discovering a new Lowa city of 290,000 people. 


through the advertising columns of The Des Moines Sunday 


Register. 


The Des Moines Sunday Register increase 
since 1929 is greater than the total circulation of any other 


lowa newspaper. 


DES MOINES REGISTER 
AND TRIBUNE 


DAILY 261,076—A. 


Lowest milline 
rates in lowa. 
Daily $1.91 
Sunday, $1.98 


B. €.—252,092 SUNDAY 


39% COVERAGE OF IOWA FAMILIES 


WILEY POST TALKS 


"My Hats Off to the 
WORLDS HIGHEST FLYING GASOLINE” 


says WILEY POST 


O00 er Mee TYPE GASOLINE FOP Aw TOMORRLS 
MAKES OTORS STaeT FASTER ame Rum BETTER 


This seven-column newspaper ad- 
vertisement appeared in dailies in 
the Phillips territory this week. 


| you view with alarm any untried 
jand substitutionary system.” 

On the first conclusion Messrs. 
Bristol, McIntire and Peabody argue 
that this means the agent is the 
agent of the “three important maga- 
zine publishers” who constitute 
membership of the P. P. A., and not 
the “agents of your competitors,” 
since standards of recognition differ 
among publishers. 

Turning to a discussion of the legal 
‘aspects of the matter, the trustees’ 
letter objects to the assertion in the 
| P. P. A. communication that the legal 
| discussions in the original Haase re- 
|port are “academic” and not in ae- 
cord with actual practice, and invites 
the publishers furnish citations, 
“either academic or otherwise, which 
would, in any wise, tend to discredit 


to 


our findings as to the status of the 
jagent, in law or in fact.” 
| “The man who pays the agent is 


|} not always the agent’s principal,” the 
letter goes on. “The question of who 
pays the agent often immaterial. 
The real test of agency is: Whom has 
he contracted to serve, and he 
serving that person faithfully, loyally 
and candidly?” 

On the second point (the advertis- 
ing agent paid a commission by 
the publisher for service to the ad- 
vertiser) the trustees’ letter 
presses disbelief. 

“If the publisher 
who paid the agent 
to the advertiser,” 
“then the publisher would seem to 
be the logical person to select the 
ageut of the advertiser. There would 
thus seem to be little discretion left 
in the hands of the man whose 
money was being expended, when the 
agency has contracted and 


is 


is 


is 


eXx- 
were the man 
for his services 


the letter says, 


to serve, 
the 
whether 
matter, 


raises important question to 

publishers, a practical 
are in a position properly to 
evaluate the service of the agent to 
his advertiser client. We believe it 
to be self-evident that they cannot do 


’ 


as 


as 


sO 


Take Issue With Last Point 


| The third 
|trustees dismiss with 
that “this is the first official pro 
/nouncement of the sort which has 
|ever come to our attention 
misapprehension of manufacturers 
should be put at rest in far as 
those publishers (P. P. A. 
are concerned,” 

On the fourth point, the fact that 


the A. N. A 
the assertion 


premise 


sO 


the present system has worked sue- 
cessfully for 33 years, the trustees 


assert flatly that this is not true in 
all cases. “Our report shows that it 
broken down, and that today 
there is no such thing as a standard 
of compensation,” their letter asserts 
“In many cases, advertisers and thei) 
agents have had to travel by a cir 
cuitous route to obtain the desired 
und necessary results. But those re- 
sults have been obtained. The fact 
that actual contracts do exist be 
tween some of your recognized agent: 
and their client advertisers, which 
are at variance with your own rigid 


has 


standards of recognition shows thai 
your reasoning cannot be carried to 
a logical conclusion. 

“We doubt whether, as you state 
the present system has tended to 
eliminate inexperienced, incapabl: 
and dishonest agencies, and that i! 


has placed the entire business on a 
higher plane of ethics and practices 
{tt has been our observation that the 


| effect has been precisely the opposite 


the | 


for, despite your efforts to maintain 


this system, many practices have 
been introduced into the advertising 
operation which are destructive ot 
the best interests of advertiser 


agency and publisher. 
Not an Exception 


“In this connection, it should be 
pointed out that it is not the desire 
of national advertisers to impair the 
earning power of advertising agents 
but it is their desire to see that they 
are properly and fully compensated 
for the services which they render. 


We believe, however, that it is not 


ito the interest of the publisher, agent 


should support advertiser B. 


ithe 


or advertiser that advertiser A 
Other 
professions appear to thrive without 
necessity of inflexible charges. 
We have been unable to discover in 
our study of the advertising agency 
profession what there in the at- 
tributes that profession which 
would tend to place it in a class 
apart and not subject to the rules 


which govern business and the flow 


is 


of 


|}of commerce generally.” 


| 


In 
says: 

“We offer no untried and substitu- 
tionary system. Our report takes 
cognizance of conditions as they actu- 
ally exist and not as some would 
wish to make them appear. We fore- 
a greater future and a greater 
volume of business for advertisers, 
agents and publishers under a system 
of fair dealing such as we suggest 


conclusion, the trustees’ letter 


see 


rather than a diminishing proportion 


to serve with undivided loyalty. That | 


The | 


of business placed through agencies, 
which, as our report shows, has been 
the trend during recent years.” 


. . 
Lighter Flying Cloud 
e 
Model Coming from Reo 

Reo Motor Car Company will enter 
an enlarged passenger car market 
during 1935 with an entirely new 
and lighter Flying Cloud model, to 
be announced at the time of the New 
York automobile show. 

The new model offers further de- 
velopment of aerodynamic body and 
fender design. Prices are to be be 
low those of any previous Reo six- 
eylinder sedan. Body types will fo 
the present include a four-door sedan 
and a coach. The larger companion 
car, the new Reo-Royale for 1935, 
will also be offered. 


Print Rayon Booklet 
North American Rayon Corpora: 
tion, New York, has published a 382- 
page institutional booklet entitled 
“Firsts in America,” signalizing re- 


icent completion of its enlarged plant 


members ) | 


at Elizabethton, Tenn. Full-page. 
full-color illustrations of fashions 
and fabrics representing uses ot 


|rayon yarns are included, as well as 


notes on important initial commer 
cial and industrial developments iu 
this country. 


In reaching both adults and children, 
the comics promote today’s sales and 
| develop tomorrow s customers. 


1 


Metropolitan. 


| 
Baltimore Sun — Boston Globe — Buffalo 
Times—Chicago Tribune—Cleveland Plain 
Dealer—-Detrowt News—New York News— 
Philadelphia Inquirer—Petsburgh Presa— 
| St. Louts Globe- senacval-— i aaitinaten ite 


Circulation 
5.500.000 families 


16.500.000 readers 


Wie a Lea ‘ A Sele a tig. a Ds are, ee BP RS AN glee adie eA Med Salis CARNES Sera Sa el ee Ce ee Te Senin ak reir ie, Mole Ty, at thd A alee CRC ait ue wins ie Fe an SNL ENS Ta eae) Mt ree Mah: ae Ha eM os Pa ES Ee See Cee See eee ig el. RL re es aii CS oy ee eee Sr a Same Bo. adie 
‘ ew Meee a aa ; Fe ge hyn tn ; Pe ela GE ise em cA a , : es he hed: ne epee ce Say peas eM a eae ae oe Sean eee ee oe re SD rtieier ee Le reree Saeko HRS NS We aie celal ee AEN Sed dit Sa <r Biehl, 
ey 7s ‘et Nh ae " - = : a ‘ at ‘a oe a Li on ‘iv + : i es me a o TooN 3 * che a ie SE se Eom ni Wy hye Nine oS eer ty as ee Shr IAS Sere ee ee ee ih hee. Oe 
vee PEE Got Tie, might ae > Be Wis 3) O Ne ge ae ee) Le ‘Site : ye Sh Raa, Oo et a See Pa pore kt AN eee ot oe Fk ice Came core amare OAD eae Wii ply SMe tet in = cage foe Lay Wee tie ; , 
4 3 ME A RS ae er mm ey x er Ree) ieee i saad Eye Mae Medes Lire af i a et ‘ e ae wee” Ae ree aed ce ‘ ue or one Sah ete , Spare er eat Ie oie’ i Ros hs iS ee oe: sca i aR ee ra Seer aS re . oak aah . 
* 7 bea és te f a ee E a5 de a Ahi fe. is we MS, : le Neg. a oh ee. eae ie ee <a sh ge ae ar ee Gore te ie Ae ; ; Ae - " 1a fe & a: Paar tn * - = vay oo + ne — a hy TG eee) ‘ La ee oe. ip* 
Be Eee le al cas mh ; ay ee ae ; Sa in Ost i ite wood : : ae . F rt 
: i ee S| a 
y : ma a 
ae Ss ha Pe ae a a i ne RN LL LL LL SLR LA AS ——— 
Sie 
oa he om ne 
re aed 
RE See arene 
“? ar, 
roles 
+. 
_ enhe - 
| eis 
DP 
, \ _ 
Sine 
fe i ‘ wee i F y 
~ ee 
| ae a - 
oe 
ne ee f 
eee . 
wat ee =e ‘ 
— 3 itd | is 
24 ae ye 4 LSE w\ 
is aa 
: ‘ 4) \ 
" : Ay’ 
ta + : AY fs & 
ee - VS 
BN i. ‘ + = Ci 
seit iy, ; . - , 
» leis 
Pe 
Seal 
a ‘ 
Sree Pg 
ey ey Ts 
Fgh 
etalie eA ee ie 
C8 ty: See, 
bors rag aides 
ee 
i ae 
SHH ok ON 
ey ee 
SAP ICES hye 
< ae eee 
eae ae 
“Fae Sai = ; 
ty oa is ee 
he Sed 
ra? : 
ie me eo ie 
| Pe | 
j LL 
; 
v 
— 
é 
: - a 
iy 
Ree ee, 
es Res. 
eo als ees 
Tn ate 
5 ERAN 
wey Jae. : 
* * eS aa 
; ee 
; ee 
2 
: ee 
| ee 
—— , ' , 4 
| 
| ee, Ld 
~ at 
a - 7, = ee Y 
sell ie 
sages ao —_ 
fae... ie 4 .~ 
Fy 
orem 
reais age 2 ee 
Ps oT Pd 
ey yi 
Bes 6 cs % Be 
9.4 Mae ibede ls tek B34 
ae: ri s 
rae te Oar nes 
; eee cree 
oe Gs 
es ei Mie 4 : ] 
6 pe ree Sa ON ee en md ompe gm tare ae ets ce) eva cet Me aie a aa af 4 ars ec eam Pees pil cee PoP eee Er Ae tsp bee. = lL aaa 99 Bee eo aw Rane iy ae) r. 2 od es Cie aoe + Sage aor ae de nih Se Es Pie ae ere 
ae coterie) teens alae se | Gc to Vt Meet SAC Wm sway ls, eS ce edge a ‘Sie YE = aes ine ote A ae SO ek eg. sim: fig Se SPE Na ote ce, he wae Woe ee ade Pus Sy kee: ‘eae a & Ve ae Ly > se oe? te Ee MT eT Fe lee ming a a te RS Ky eee ay ae Ue ad es ee ek a Ee Rt Se 


December 22, 1934 


There's no question about it: your 1935 business is coming 
from the Mortons and their kind of young, active American 
“families. More and more advertisers are agreeing with econ- 
omists that it is men and women in their 30's and 40's who are 
earning—and spending—the bulk of America's income. That's 
why we have called these young people The Leading Amer- 
icans in today’s consumer market. You call them Your Best Cus- 
| tomers. They are one and the same—your market and our/ 
es circulation. A word to the wise is—Advertise to The Leading 
“Americans. They mean business. oie 


Pe 


. .. mpre Buying Power 


NATIONAL REPRESENTATIVES: Hodney E. Boone Organization 
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PLAN MEETINGS 
OF MARKETING 
ASSOCIATIONS 


Chicago Le 20 Leaders in 
marketing, advertising, business and 
government are scheduled to ad 
iress the convention ol thie Na- 
tional Association ol \larketing 
Teachers at the Palmer House here 


Dec. 27-29 


The group Was formerly known as 


the American Association of Teach- 
rs of Marketing and Advertising, 
ind is one of several important as- 
s<ociations meeting here next week. 
These include the Chicago sec- 
tion of the American Marketing 
Society, American Statistical Asso- | 
ciation, American Economics Asso- 


ciation, American Political Science | 

(Association, American Sociological | 
Association, and American Farm | 
Meonomics Association. 

The opening 
tional Association of Marketing 
Teachers convention, on Dec. 27, 
will be devoted to the general topic 


the Na- 


session of 


of the census of American business. 
Carl T. Schmidt, economist, AAA 
Consumers’ Council, and Bernard 


Lichtenberg, Alexander Hamilton 


Institute, will speak on regulation 
of advertising at the afternoon ses- 
sion. after which Howard - Hovde, 


University of Pennsylvania, will 
lead a discussion of this subject. 
Ruth O’Brien of the bureau of home 
economics, Department of Agricul- 
ture, is also on the program, speak- 
standards for 


me on consunier 


goods. 
Discuss Marketing Areas 


Budgetary control of marketing 
ureas Will be discussed at the first 
Dec. 28. Speakers will in- 
clude L. J. McCarthy, director, mar- 
keting division, International Maga- 
zine Company; L. D. H. Weld, Me- 
Cann-Krickson, Inc.; and James L. 
Palmer, University of Chicago. Lyn- 
don O. Brown, Northwestern Uni- 
versity, will lead the discussion. 

Wilford L. White, president of 
the organization, will discuss the 
teaching of marketing at the Friday 
luncheon. The final day of the meet- 
ing will be devoted to 
sessions 

H. G. Weaver, 
research of the General 
poration, Detroit, will 


session 


business 


director of consumer 
Motors Cor- 
be the prin- 


cipal speaker at the monthly dinner 


NO DEALER 


CWhat/... 


>" 


pant of coery advertising 


fr f FOS 


Don't overlook the fact that product identifica- 
tion at the point of actual sale is one of the most 
important parts of any complete advertising plan. 


ove 


ING-RICH 


ENAMELED SIGNS 


When company executives gather in a solemn 
round table conference to examine and approve 
that new 1935 advertising schedule 
important advertising decisions are in the balance 

. make sure there are no hitches in the adver- 
tising plan such as the omission of dealer signs. 


when 


stant repetition. 


| 
of the American Marketing Society at 


the University Club Dec. 28. Other 
speakers will be R. B. Alspaugh, 
director of research of Armour & Co., 
F. R. Coutant, director of research, 
Pedlar & Ryan, New York, and E. L. 
Rhoades, editor of Food Field Re- 


porter, New York. 

“New Developments in Consume} 
Research” is the central topic ot 
the dinner meeting 


McCann-Erickson Adds 
to Staff in Cleveland 


(. H. Handerson, formerly sales 
manager of the Bigelow-Sanford Car- 
pet Company, and previously assist- 
ant vice-president of the Union Trust 
Company, Cleveland, in charge of 
publicity, has joined the Cleveland 
staff of McCann-Erickson, Inc. 

Other recent additions to ihe 
agency’s Cleveland staff are Walter 
Berger, former advertising manager 
of the Telling Belle Vernon Com- 
pany, and more recently with Brooke, 
Smith & French, Detroit; and Leslie 
O. Byrne, former sales promotion 
manager of the Pocahontas Oil Cor- 
poration and recently with the Pure 
Oil Company. 


To pe ee Candles 


Will and Baumer Candle Company, 


Inc.. New York, fancy and church | 
candles, has appointed Badger and 


Browning & Hersey, Inc., New York. 


Remember that Ing-Rich Porcelain Enamel Signs 
finish the job that general advertising starts. They 
answer the question WHERE TO BUY after the 
consumer has been sold on your product through 


general advertising. 


It is a permanent and imperishable form of adver- 


tising that multiplies its effectiveness through con- 


And these, gentlemen, are mighty good reasons 


why ING-RICH Porcelain Enamel Signs are in- 


cluded in the advertising plans of many of the 


‘ ' ' . 
nation's most successful advertisers. 


INGRAM-RICHARDSON MANUFACTURING COMPANY 


BEAVER FALLS, PENNSYLVANIA 


J. L. Hardig, of 


| vice-president 
> oN , ’ . ( 
lof Campbell-Ewald Company and for | 


December 22, 1934 


KELLOGG SCORES BEAT ON ROYAL WEDDING 


Lonoom wancmesres ame nO thoes PRLDAY 


VWEMBER Bo 1954 


Ont PENN 


The ‘hellogy Company of Greal Britain td 


renown ned In the Lm, mm hinest cereal foods 


offer to THEIR ROYAL’ HIGHNESSES THE DUKE AND DUCHESS OF KENT their loyal Solicitations 


~and to the millions of consumers of hellogg cereals a lasting somenir of Uns 


memorable occasion 


First page of the "London Daily Mail" for Nov. 30, which Kellogg 
Company purchased to offer photos of the wedding of the Duke and 
Duchess of Kent as premiums. 


Camphell-Ewald 
Company, Dies 


| ningham 


‘Lynch and Cunningham 


Join Macfadden Group 


John H. Lynch and William Cun 
have joined the Chicag 
office of Macfadden Women’s Group 
New York. 

For the past 


two and one-half 


|; years Mr. Lynch has been with Pic- 


(Picture on Page 23) 
Detroit, Mich., Dee. 20.—Funeral 
services for Joseph L. Hardig, 42, 
and general 


many years a leader in advertising | 


torial Review and prior to that was 
Western advertising manager for 
Atlantic Monthly. Mr. Cunningham 


| ae adc rj r Sac 
manager has been associated with the Chicago 


ffice of Tower Magazines the past 
two years and formerly was asso 
ciated with Crowell Publishing Com- 


in Detroit, were held here today at! pany. 


| 


| the 


the Shrine of the Little Flower. Mr. | 
Hardig died suddenly of 
hemorrhage in Henry Ford Hospital | 
on Monday. | 

Mr. Hardig had been appointed | 
general manager of Campbell-Ewald 
Company early this fall after having 
served as assistant general manager 
for two and one-half years. He 
joined the agency’s staff April 1, 
1921, and served as head of various 


departments besides supervising 
some of the largest automotive ac- 


counts. 
He possessed a wide grasp of 
advertising, from production and 


creative work to the intricate details | 


of company and 
ment. 

s3orn in Cincinnati, Sept. 1, 
he attended high school there 
University of Cincinnati 
starting his business 
troit. He first 


personnel manage- 
1892, 
and 
before 
career in De- 
joined the 


| Printing Company, which specialized 


in direct mail literature. 
eral years with this organization he 
became advertising manager of Hyatt 
Roller Bedring Company and later 
of Remy Electric Company, leaving 
that company to join  Campbell- 
Kwald., 

Mr. 
Detroit 


Hardig 
Aderaft 


Was a 
Club 


member of the 


Curtis | 


After sev- | 


internal | “Comic Weekly” to 


Have New Format 


The Comic Weekly, a comic section 
published with the 17 Hearst Sun- 
day newspapers, will change from 
standard to tabloid size with the Feb. 
3 issue. The publication was founded 
in its present form four years ago. 

The smallest unit of space which 
will be sold in the new 32-page tab- 
loid will be one page. Inside pages 
will be $9,000; back covers, $10,000, 
and center spreads, $16,000. 


Frank Chosen Head 


Ashbrook C. Frank, for 24 vears an 


official of The Insurance Field at 
New York, has been advanced from 
resident vice-president to president 


of the publication to succeed the late 
Ray W. Conde. John E. Puckette. 
managing editor, has been elected 
executive vice-president, his new 
duties being in addition to his edi- 
torial work 


Beatrice Lillie Signs 

Beatrice Lillie, stage comedienne: 
peeress, has signed to appear on Bor- 
don’s evaporated milk program ove! 
an NBC-WJZ network Fridays from 
9 to 9:30 p. m., EST, beginning Jan 
4. She will be both star and mistress 
ot ceremonies. 


in the New York Metropolitar 
Area must include the O'Mealia 
Plants in Northern New Jersey. 


a5", 


Se 


> Galea ar 


EFFECTIVE OUTDOOR ADVERTISING 


~ OMealia 


ra Fs |} 
Outdoor Advertising Co. | 


‘ = Harry OMealia, President. 


Jersey City, N.S. | 
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Here's the largest T 


urkey Ad 


ever published anywhere 


(Congratulations to Land O’ Lakes Creameries, and their advertising agency, Campbell-Mithun, on this outstanding achievement.) 
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Carrying proofs of a six column color advertisement of Land 
O’ Lakes Turkeys to be published EXCLUSIVELY in The 
Boston Post the Sunday before Thanksgiving, Land O’ Lakes 
salesmen went turkey selling FOUR WEEKS BEFORE 
THANKSGIVING. Names of dealers were to be listed in 


In ONLY 
NINE SELLING DAYS so favorable was the response from 
dealers that it required the above TWO FULL STANDARD 
SIZE PAGES to list the names of FIFTEEN HUNDRED 
Independent dealers who participated in the drive. 


the Ad. provided they ordered three or more crates. 


The largest order from any one dealer was TWO CARLOADS. 


305 New England cities and towns were represented. 


Note the big listing in Boston, Worce 


A quality product, bringing a premium price, sold FOUR 
WEEKS BEFORE THANKSGIVING, on the strength of a 
color-advertisement in The Boston Post, PROVES what we 
have frequently claimed, that a whale of a merchandising job 


ster, Springfield, Portland, Providence. 


can be done with The Boston Post ALONE. This clearly 
demonstrates the remarkable dealer and consumer acceptance 
of The Boston Post. It would not be possible to duplicate this 
achievement with any other New England daily newspaper. 


When considering a REAL TRY-OUT MARKET your best bet is BOSTON 


Compare this latest net paid 
circulation of The Boston Post with 
that of the compulsory-combina- 
tion morning and evening papers 


343. 
be Boston 


Morning Globe 
Evening Globe 136,042 
Morning Herald 119,647 
Evening Traveler 160,076 


Jost 


131,093 
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FTC RELEASES 
FINAL CHAIN 
STORE STUDY 


Discusses Advertising, Mer- 
chandising Advantages 


Washington, D. C., Dee. 
marizing its investigations of chain 
store operation, the Federal Trade 
Commission has made public some 
of its findings relative to com- 
petition and alleged monopoly as 
required under the Senate resolu- 
tion authorizing the study. 

Basing the report on the six-year 
period covered, the FTC disposes of 
monopolistic tendencies of the 
various types of chain stores with 
the statement that “the situation 
may call for reconsideration by 
Congress of the public policy  in- 
volved in the monopoly section of 
the Sherman law.” 

Recommendations for legislation 
based upon the data obtained dur- 
ing the inquiry is promised shortly. 

Summarizing the facts uncovered, 
the Commission says that “it may 
be stated that the chief advantage 
enjoyed by the chain store its 
lower selling price to consumers 
These lower selling prices are 
largely due to a variety of factors 
which may be divided into two 
cases: First, those which appear 
to be amenable to ordinary gov- 
ernmental regulation and, second, 
those which would be amenable 
only to extraordinary governmental 
measures.” Among the former 
factors mentioned are: 


20.—-Sum- 


is 


class, 


Allowances 


1. The lower prices of chains as 
compared with independents are 
often the result of special discounts 
which are sometimes based upon 
specified quantity purchases, “or to 
reimburse the chains for newspa- 
per advertising expenditures on the 
manufacturer’s products In other 
cases, however, they are given 
primarily because of buying power 
in which case they may masquerade 
as brokerage fees or advertising 
allowances.” 

2. The large 
er and loss 
prices below 


Important 


of lead- 
merchandise at 
average of 


proportions 
leader 


the cost 


“Pages” / 
that SELL. 


Four pages—one sheec 
of sturdy bond paper 
—covering Ll major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional of national)—now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as "‘questionnaires.”' ¢ « Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 
500 Sansome Street San Francisco 


“FOUR PAGES" 


Reg U.S. Pat. Off. 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TANKS Mail Advertising 


Service 


Booklet, ** Brass Knuckles," Free to Executives 
Pittsburgh, Pa 


817 Fifth Ave., ATiantic 1396 


225 NORTH MICHICAN AVENUE CHICACO 


COM pLeTe 
CONTRAC 


PR 


n Response To P 


u The Pu blish 


' of 


doing business plus the cost of mer- 
chandise. 

3. More 
extensive 


and less 
by chains 
by indepen- 
commodities sold by 


extensive short 
over-weighing 
in some localities than 
dent stores on 
weight. 

Among the second class, 
factors which would be 
only to extraordinary measures, 
Commission's report cites: 

1. Less service to customers 
chain stores compared with 
dependents. 

2. Lower 


those 
amenable 
the 


or 


by 
as in- 
paid. 
of most 
expense. 
margins on chain 
and especially pri- 
merchandise as com- 
standard brands, which 
contributes to the “abil- 
chains to reduce prices 
leaders or otherwise, 
on standard '- brand 
private brands being seldom 
as leaders.” 


wages 
3. Elimination 
wholesale selling 
4. Wider profit 
store purchases 
vate-brand 
pared with 
advantage 
ity of the 
through loss 
particularly 
goods, 
used 


of the 


More Effective Advertising 


5. Profits from wholesaling oper- 


ations in the case of a number of 
both large and small chains con- 
tributing to iower prices sold 


through retail stores. 

6. Important advantage 
their ability to use 
vertising where 
ers cannot 
over, the 


“through 
newspaper ad- 
independent retail- 
afford to do More- 
newspaper 
the chains tends to be much more 
effective than that of the indepen- 
dents owing to the multiple outlets 


SO. 


of the chains in those cases where 
the chain has more than one store 
in the area which is covered by the 


newspaper advertising.” 

7. Advantage 
to offset the 
localities 
chain 
profits may 
to its ability 
loss leaders effectively.” 

The report declares that 
ings show that one-tenth of stores 
are chains, based on U. S. Census 
Bureau figures. Chain store organ- 
izations in the country, numbering 
7,061, operate 159,638 stores, or 
about ten per cent of all the retail 
stores in the country. Their sales 
aggregated $10,740,385,208, or about 
22 per cent of all the retail stores. 
Local chains operated 52,465 stores 
with total sales of $3,295,890, 
sectional chains, 41,083, sales 
$2,191,250,396 and national 
operated 51,058 with 
960,086,992. Other types of chains 
not included in the foregoing oper- 
ated 15,032 with $1,295,- 
157,587. 


higher 
“This 
average 


prices 
ability 
its 


of 
of 
prices and 
contribute materially 
to use leaders and 


some 


to 


its find- 


99° 


600; 


of 
chains 
of $3,- 


sales 


sales” of 


Distribution Group 
Holds Chicago Meeting 
Directors and zone division man- 
agers of the Advertising Distributors 
America, Inc., in their annual 
meeting at the Stevens Hotel in Chi- 
cago last week, reported 1934 was 
highly successful for the business of 
direct-to-the-home distribution of ad- 
vertising and samples. 
Merchandising and 
tion service available in all the ma- 
jor markets of the country is now 
provided by the organization, in ad- 
dition to its distributing and sam- 
pling service. 


a es 


Test campaigns in Toledo and Mil- 
waukee on Eff-Oh, a rub inhalant for 


sales promo- 


colds, are being run by the Rex Re- 
‘search Corporation of Toledo. Copy 
featuring speed of relief is being 
}used in local papers in those areas. 
The Campbell-Sanford Advertising 
Company is conducting the cam- 
paigns. 


Ibread, a 


Gets American Products 
The entire American 
Company account, part of 
formerly handled by the 
De Mark Advertising 
been placed with the 
Van De Mark Company, 
formed recently throug 
of Van De Mark and 
Company. 


Products 
which was 
Curtis Van 
Agency, hus 
Baer-Bigler- 

Cincinnati. 
h the merging 
jaer & Bigler 


Bread Drive for Britain 
To persuade the public to eat more 
five-vear marketing cam- 
open in January through- 
out Great Britain. The campaign 
backed by the Millers’ Mutual Asso- 
ciation, with the cooperation of the 
baking trade. 


paign will 


is 


advertising of | 


in averaging profits | 


FORD STEALS MARCH 
‘ a 


A Wo RD 


rRoM HEexry orb 


4 


Full-page message from Henry 
Ford which appeared in Sunday 
papers throughout the country thie 
week, announcing that his new 


models will be on display Dec. 29. 


Exemptions to 
Graphic Arts 
Code Are Made 


Washington, D. C., Dec. 20. 


conflicts between the graphic arts in- 


dustries code and other codes has 
been approved conditionally by the 
National Industrial Recovery Board. 


The order becomes effective Jan. 3, 
1 1435. 

The order grants limited, condi- 
tional exemptions to many concerns 


the | 


| firms 


| 


or 


whose principal interests are in other 
of It relieves these 
of observing the graphic arts 
far possible without 
endangering the welfare of labor in 
the graphic arts industries. 

Subject to stated conditions 
exceptions, the order applies to “any 
establishment operating under one 
more codes other than the code of 
fair competition for the graphic arts 
industries and which does not sell 
printed matter in competition with 
producers subject to the graphic arts 
code.” 

So-called “private plants,” printing 
establishments operated by a mem- 
ber of some other industry to supply 
his own needs, are among. those 
granted the limited exemptions. 


lines business. 


cade, so us is 


and 


Winkley to Chirurg 
Prescott) Winkley has 
pointed production manag 
James Thomas Chirurg 
Boston advertising agency. 
formerly with Lavin & Co., Ine., and 
Forrest B. Makechnie, Ine., Boston 
agencies, and Carroll J. Swan, pub- 

lishers’ representative. 


been 
er of the 
Company, 

He was 


Start “Jimmy Allen” Firm 


Allen 
which 


firm 
“Jimmy 


Jimmy 
through 


Enterprises, a 
the name 


Allen” will be licensed for newspaper 
strip, novelty and other purposes, has 
been formed. Dean Marrs, 50 W. 
Schiller St... Chicago, is in charge. 
“The Air Adventures of Jimmy AI- 
len” series now broadcast on = 42 


major stations from coast to coast. 


Returns to McGraw-Hill 

H. W. Mateer has resigned as ad- 
vertising manager of Electric Re 
frigeration News, Detroit, to return 
to McGraw-Hill as manager Blec- 
trical Merchandising, Radio Retailing 
and Electronics. He was formerly on 
the New York staff of Hlectrical Mer- 
chandising. His headquarters are in 
New York. 


of 


Takes New Position 


Laura Mantell, formerly assistant 


sales promotion manager of the Bos 
ton Store, Chicago, and previously 
advertising manager of the F. N. 
Arbaugh Company, Lansing. Mich.. 
has joined Lionel Distilled) Prod- 
ucts, Ine., Chicago, as advertising 


mManhager, 


Rochester Party Held 


of the Rochester, N. Y 

Advertising Club gathered wut the 
Chamber of Commerce Bldg. Thurs- 
day for their annual Christmas party. 
Franklin P. Elv was general chair 
man, and Harold A. Cowles was 
tertainment chairman 


Members 


elN- 


An | 
| order intended to correct many of the | 


ap- | 


MEDIUMS URGED 
TO TAKE LEAD IN 
COPY CLEANSING 


A. F. A. Board Asks Effec- 
tive Self-Regulation 


New York, Dec. 20.—The sugges- 
tion that medium owners voluntarily 
eliminate extravagantly-phrased copy 
before public confidence in advertis- 
ing is further undermined was made 
by directors of the Advertising Fed- 
eration of America following a board 
meeting here Dec. 14, when the sub- 
ject of self-regulation was discussed 
at length. 

The full statement issued by Ed- 
gar Kobak, chairman of the board, 
and vice-president of the National 
Broadcasting Company, is as follows: 

“The board of the Advertising Fed- 
eration of America recognizes with 
increasing concern the tendency 
certain quarters to discount 
value of advertising. We 
this condition largely to certain 
types of advertising which contain 
unsupported claims and put an un- 
due tax upon the prospect’s cred- 
ulity; and, secondly, to the infini- 
tesimal per cent of advertising in 
which there deception 
right fraud. 

“It is the judgment 
of the Federation that those adver- 
tisers who assume that the public 
is absolutely gullible are greatly un- 
derestimating the intelligence of the 
public, and that they are thereby 
harming themselves and doing 
grave injury to business in general 
and an injustice to honest adver- 
tisers in particular. 

“The bad spots in advertising must 
be cleaned up if we are to hope for 
increased public confidence, es- 
sential if money spent for advertis- 
ing is to pay the returns we have 
a right to expect from this power- 
ful selling force. 

“In letters received within the 
past month from more than 200 busi- 
ness executives throughout the coun- 


the 
attribute 


is or 


of the board 


SO 


in | 


down- | 


Butler Given 
A.F. B.F. Award 


Chicago, Dec. 20.—Dr. Tait But- 
ler, editor of Progressive Farmer 


and Southern Ruralist, Birmingham, 
Ala., has been given the annual dis- 
tinguished service award of the 
American Farm Bureau Federation 
“in recognition of unselfish, 
ful service in the interest of organ- 
ized agriculture” for 193 

In awarding the citation, a gold 
medal, to Dr. Butler, the Federation 
particularly cited him for his dis 
tinguished work over a period of 
almost 40 years in raising the stand- 
ards of agriculture in the South. 

“In the general field of agricul- 
tural progress,” the citation said, 
“he has helped to awaken the South 
to the necessity for richer lands, bet- 


success- 


ter farm management, more live 
stock, and cooperative marketing 
buttressed by sound business prac- 
tices.” 


Foreign Vintages to 


Thomas H. Reese & Co. 
Foreign Vintages, New York, im- 
porter of 26 brands of liquors, wines 
and cordials, ag? appointed Thomas 
H. Reese & Co., New York. 
A pre-Christmas campaign has 
| been released to class magazines and 
newspapers in New York, Chicago, 
Buffalo and San Francisco. 


Gold Medal Books 
to Donahue & Coe 


Gold Medal Books, New York, a 
new mail order advertiser, has ap- 
pointed Donahue & Coe, Inec., New 
| York. 
| Pages are being used in general 
|Magazines and newspapers. First 
|copy appeared Dec. 16 in New York 


in the News and Mirror. 


al 


English Firm Appoints 


J. and G. Oldfield, Ltd., London, 
|Eng., has appointed Gritt, Inc., In- 
dianapolis, to handle an extensive 
advertising campaign in the United 
States covering the House of Old- 
field line of Scotch whiskies and 
wines. United States headquarters 


for the firm have been established in 
Indianapolis. 


Mclntire to Broadcast 


try, the Federation is urged to ex- Allyn B. McIntire, vice-president, 
pand its present educational activ- Pepperell Mfg. Company, Boston, and 
ities and to back with the full force president of the Association of Na- 
a? tts toianen thawd ubvadtieers tional Advertisers, Ine., will be the 
, < guest speaker on the “Forum of Lib- 
who are playing fair with the pub- erty” broadcast over the Columbia 
lic and condemn those whose meth-| Broadcasting System Lec, 27 at 8:20 
ods are jeopardizing the confidence | p. m. EST. 
of the public in its attitude toward ee 
all advertising. Feltis Joins KOMO-KJR 
Mediums Best Bet , Hugh M. Peo has joined the 
; oie yusiness staff of KOMO-KJR, Seat- 
“It is our belief that the owners | tj¢, coming from KIDO, in Bates, 
and proprietors ot every type of me-||@aho. He has also been associated 
dium should, where necessary,/ with KVOS, Bellingham, KXRO, 
tighten their own regulations gov-| Aberdeen, and KPQ, Wenatchee. 


erning 


and that herein lies our best means 
of control.” 

In addition to Mr. Kobak, Chester 
H. Lang, president of the A. F. A., 


and manager of the publicity depart- 
ment, General Electric Company, 
Schenectady, N. Y., and the following 
directors attended: 


Joseph H. Appel, executive man- 
ager, John Wanamaker; John Ben- 
son, president, American Associa- 
tion of Advertising Agencies; Frank | 
Braucher, vice-president, Crowell 
Publishing Company; Gilbert T. 
Hodges, member of the executive 
board, New York Sun; 

A. J. MecCosker, president, Bam- 
berger Broadcasting Service, Inc.; 
Helen M. Rockey, Consolidated Gas 
Company of New York; G. Lynn 
Sumner, president, G. Lynn Sumner 
Company, Ine.; Harry Tipper, Amer- 
ican Manufacturers’ Export Associa- 
tion; and Eliot L. Wight, advertis- 
ing manager, United States Envelope 
Company, Springfield, Mass 

Those present from the headquar 
ters staff included Earle Pearson, 
general manager; A. T. Falk, direc- 
tor of the bureau of research and 
education; and Helen A. Holby, di- 
rector of the club contact depart- 
ment. 

Another meeting of the board will 
be held in about 30 days, at which 
further action will be taken with 
respect to matters discussed last 
week. 


acceptance of advertising copy | \\ 


osh 


Dental Journal Moves 


Publication offices of the Journal 
the American Dental Hygienist’s 
Association have been moved from 
San Francisco to Bridgeport, Conn., 
where the paper is being printed. 


oT 


WHAT HELP DO 
YOU NEED? 


For facts, figures 
data about the 114 billion dol 
lar baking industry, come to 
BAKERS’ HELPER, this in 


and market 


dustry’s leader for almost a 
half century. 
Check the data you need below, tear out 
this advertisement, attach to your letter 


head and mail to us. 

[] “Baking Industry Facts and 
Figures,” a market data 
tolder 

} “Selling Leads,” 
week service 

] Sample pages from the “Bah 
ing Industry Blue Book” 

] Copies of BAKERS’ HEIL? 


an every 


E.R, issued fortnightly 
Audit Bureau of Cireula 
tions statement 

Send to 


-BAKERSHELPER 


% MAGATINE / BAKERY PRACTICE «-y MANAGEMENT 


== ; 


! Sees erie. % Ss . « ars he Sat - A Se ae eis ee — ” ay TO ae ae” Oe, Ss a” a i, i 
Tt eee a aaa chen goa RK ee Pek es BAS a m2 Ce ER RE. ee ER ae, Gee ie Bae ay a Ae na ain APR Re a Als Ra 
Wigs Safe sy8 A, He Saal he Heke es "1 ee F we + yy On ee ne pen Na a » 2 ; ee 7S 7 mS ~ = y * i] =. ea ce Eee tos ae Ah. mas a 
so eee ET Re Ne a ia Yetta hist fh SOAS Gee FS & Ge en ee 
a, tos: a ie BE a ect 8 lla ie tet Re, nal Pn es OO AEs coma Se ee ee ae aS Wo er eee ee cm 
Fa ee ‘ oe : ; 
are Se 
‘ an , 
; de = AT. Se A TR LS RN SE NR SR NN REN RE TT een — 
Fs : — = 7S Decem 
— 
Pe —_—_ 
bees 
PE a ie a 
ei = 
Oy 
tame Te ee SSS 
op ae Sfsnest seeeres: 
» iol aoe auto —— 
Mi: > A i | 
ae ; A, | 
a a, = 
a “i 
i: 
sp iene’ 
es rat ox 
de ere a 
bis al "3 - 
a 
‘a 
ge ee ~~. 
ee re. 
i 
cf 
sa 
a 
RA 
Se 
ie 
_ 
eo a 
ii - ———_—_ 
, ae - 
. 
yi : 
= 
eee fa) 
EEE 
- ce! 
- | 
. — ee 
rae 
_ ee Ray eS 
ii ie ati ssn 
ner gi aay 
een es: 
Pee. ee 
1 ee fare oot 
aE ete a 
Ce weg 
ee metas a 
os = ca del 
oe . 
oPalaWa 
: ee LI Se ee 
- 
ia - 
2 CR A A eR ER RRR RN AT ——- 
ae a 
Uryo 
4 
Fi ( 
PCs 
: | 
| ACT ICAI ll a 
ee : ae Demane piv NEWS a 
¢ 7 oe a BLIILDING SUPPLY ee 
tf Sih, b 7 R - 
Matin ye J TAC AFIONS, nC es Helprulness I, 
Wo Si pe ie ong TRIAL F ee oh Se 
ae es a ee IND : OOCHIC AGO. ' 
AS Mee 0 S. Wells St., Chicago, Ill 
9, gents alle Si 
+9 | cee 
sete Oa a Oe ears 
ant aon — 
A rg ierar aa 
suo Caer 
Pegs rear 
Pe reas 
* exh aS Poe z i ai ‘ a . { al 
As) alas Od ey sen baa TSE. se Tee ne ey Gee EA ise we eke Naneg hey i, Ser ees tes Rete var Tis fae ; em . Cea rot ae a Ps r : z : \ : 
ee 2 ae eta Sh ak to SSM 2 UE Nea + ihe § ig i aera Dive one emee eens: wut loot Ate: Yad CMa amy, SP pcm YS oh eee GER Hae, Pee, non (NE ate eg enn ee eh eke Be Aiveadias ra, oS ea oo ens Pe CMe es Loris SS pou fine oe ea 3 } a ; nes vo Se ae 
Sr be Se, Pa ne i ew pe ae Sah2 - Ri Peas Be ey RIE REO Be Pnaf Oe ire Sod Sani Re Bim teed a OS Tae ON oceans Se i aie bas ee ered yg a eet” oe ti Mile er OP ig 
_ “ee one Fr ee a, [eee on | eee 


jE NS Se Oe Lola, CR eee en OAR ANS et ace mee Tour irene OM: ay 


December 22, 1934 ADVERTISING AGE ) 


ANNOUNCING 


A twelve-month Liquor, Wine and Beer sur- 
vey (12 releases during 1935). 


This survey will be nation-wide, covering 
the wholesalers, package stores, hotels and 
consumers. 


Service also includes: Consumer, Dealer 
and Wholesaler preferences for magazines, 
newspaper, trade papers and radio. 


Service available February 1935 and each 
month thereafter. Write for information. 


ROSS FEDERAL 
SERVICE, Inc. 


Executive Offices, 6 East 45th Street—33 Branch Offices 


3000 Trained Field Investigators -700 Women 
NATION-WIDE MARKETING and RESEARCH SERVICE 
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Do Advertising Men Believe in 
Advertising? 


Miss Pauline Arnold, vice-presi-,not entirely to blame. Most of the 
dent of the Market responsibility must be shouldered 
ration of America, recently told the | by those who require that kind of 
Sales Executives’ Club of New York | copy to be written 
interesting facts about the ADVERTISING AGE believes that 
attitude of consumers toward adver-|most advertising is sound, sincere 
tising, as revealed in a recent sur-|and useful in acquainting the pub- 
worth 


Research Corpo- 


some 


vey. Especially noteworthy was her | lic with while goods and 
But there is a small part 
advertising which justifies the 
those who|adverse comments. of 
advertising people them- 
Until this soiled portion of 
“were |the advertising 


report of the opinion of advertising | services. 
men themselves on this subject. of 
“Included 
shared an unfavorable opinion about |and of 
advertising,’ the report of her talk | selves. 
in ADVERTISING AGE stated, fabric is cleansed, 
persons directly connected with it.|it will be hard to present an im- 
People engaged in advertising, used | maculate front to the public. 
for purposes of comparison in this 
scored only about 50° per 


among consumers 


study, terial as to the essential public 
cent loyalty to their profession.” performed by advertising. 

There is no reason to doubt the |The clinic conducted at its conven- 
accuracy of the figures quoted, be- | tion last June by the Advertising 
cause critical comments on adver-| Federation of America, which has 
heard often | taken the lead in the work of pub- 
among advertising groups as among | lic education, was an impressive 
the general public. Yet the fact, if | summary of the constructive values 
it is to be taken as a fact, should j of advertising—the things on which 
be disquieting to those who are | advertising is based and which are 
planning a campaign to educate the | responsible for its progress. They 
public as to the economic functions | can be marshaled in a way to reach 
of advertising, as well as defend|the public effectively and to convert 
its ethical standards. It seems that| those who doubt the essential merit 
the effort might well begin at home.|of advertising from the standpoint 

Advertising men and women who|/of the general good. 
are cynical regarding advertising But an indispensable preliminary | 
may be criticized for remaining in|to a program of education is a thor- 
a business to which they cannot 
vive full loyalty, 


| service 


tising are about as 


ough job of 
since it is agreed |regulation by advertising itself will 


that the greatest need of advertis- | not only provide a complete answer | 


ing today is sincerity. Copy which | to critics, but will remove from the 
reeks of hokum and is written with | minds of the public and of advertis- 
tongue in cheek is produced by the |ing workers any just 
ivpe of advertising people who re- 
sponded in the 


grounds for 
cynicism with respect to the part 
interviews sum-| Which advertising plays in the sery- 
marized by Miss Arnold. Yet they are |ice of the 


modern world, 


Regimenting the Consumer 


Henry Wallace, able Secretary of;nels which he and his associates 
Agriculture, who has the evangelical | may consider to be best for the 
quality more highly deveioped than | community as a whole. 
any other member of the present! Such an attitude of enlightened 
national administration, is bound | control of consumer purchasing in 
and determined that advertising volves the whole’ philosophy of 
shall be regimentation. Fraudulent products 
food and drugs act. and untruthful advertising should 
summarized | be eliminated, of course, but the 
ember 15 issue of;government which also aims to 
buying power only in those 


reformed through a new 


In his annual report, 
in the Dec 
Apverrisine Acre, the secretary told | guide 


why he regards a new law as im-! directions which it regards as most 


portant, and asserted that the only | desirable has undertaken more con- 
advertising Which it) will eliminate | trol than human nature will tolerate 
will be the wrong kind. 


“In proportion as buying 


What Secretary Wallace may re- 
power | gard honestly and perhaps correctly 
goes for harmful things, consumers | as the proper 
sumer 


objectives of con- 
have less to spend for things that 
while.’ the 


desire may be far 
from. the 
tually 


removed 


are worth secretary things which people ac- 
They are unlikely to 
through | accept outside direction, no matter 


advertising into 


said, presenting frankly the policy want. 


of guiding public demand, 


control of chan- } how well meant. 


~ ANOTHER FAULT OF ADVERTISING? 


( ollier's. 
"| had to quit handling it. It sold so fast | couldn't keep it in stock!" 


Voice of the Advertiser 


Color Rate Available ers. In 1934, we revived the al- 


° ° manacs and the dealers welcomed 
for Some Time: Collins | the prodigal with joy. 
To the Editor: Mr. Garrison's ref- 


The success we have had in dispos- 
erence to color roto (ADVERTISING AGE,| ing of our 1935 almanacs makes a 
Dec. 1) is interesting and yet that | successor in 1936 fairly certain. 
part of the article crediting the new L. W. GOLDBERG, 
publication, This Week, with making | Advertising Manager, The J. R. 
color roto so nationally available is | Watkins Company, Winona, Minn. 
not exactly according to Hoyle. v,veyY 

This Week is a Sunday magazine | 
feature (not a roto picture section) Says Supreme Court De- 
of 21 newspapers printed in roto-| etded Interstate Question 
gravure and colorgravure but so far To the Editor: My attention has 


There is plenty of convincing ma.- | 


house-cleaning. Selt- | 


| almanac. 


jas its contribution to the widespread | been called to the heading regarding 
javailability of color roto is concerned, | The Indiana Farmers Guide suit on 
|it has added only one market where! page 1 of your issue of Dec. 8. 
lcolorgravure could not be had prev- In my opinion, the heading is un- 
‘iously—Memphis. Color roto has fair and certainly is an injustice to 
been sold in the other 20 markets for the cause of The Indiana Farmers 
some time and every one of these 21 | (wide. I cannot understand how so 
newspapers Which publishes a grav-| many garbled reports have been 
|}ure section regularly will continue printed in connection with this de- 
to sell colorgravure in that section. cision when the words of the U. S. 
For several years, or since the Supreme Court are as clear cut as 
| Sheaffer campaign of 1930, color-| the English language can make them. 
gravure has been available in more The new trial at Indianapolis is 
than 100 newspapers. At present the not to decide if advertising is inter- 
list comprises 142 newspapers, total-| state commerce. It was up to the 
‘ing more than 13 million potential | Supreme Court to decide that point 
colorgravure circulation. 
Thirty-three of this number publish 
a standard size (2,009 lines) gravure | for the purpose of finding out if the 
section regularly and 27 out of these | Guide has been damaged and how 
‘sell a minimum of 1,000 lines. Then| much. I do not think there will be | 
there are 109 smaller but important | any question about the Guide win- 
/markets where colorgravure is avail-| ning the case before a jury. 
able in tabloid size. All colorgravure W. C. CAMPBELL. 
rates are firmly established and many 
lleading advertisers have used this 
type of medium on a large scale. 
| After Sheaffer Pen followed Jell-O, | : Po 
Calumet, Palmolive, Standard Oil of Thinks A. A. Best 
New Jersey, Fisher Body, Frigidaire, | To the Editor: 
| Rajah salad dressing and Kellogg. 
It is plain that a four-year-old 
}medium embracing 142 newspapers 
‘totaling over 15 million national cir- 


Indiana Farmers 
Huntington, Ind. 


Publisher, 
Guide, 


I want to express 
|}my admiration for your very fine 
| publication. I frankly think it is the 
| best of its kind in the field. 
HAL WAGNER, 
Advertising Manager, Deep Rock 
Oil Corporation, Chicago. 


lculation is entitled to correct the 
implication that the introduction of 
ia new publication makes color- 


|gravure nationally available for saad * - 

}the first time. In view of Mr. Gar- | P 

fendi ee retty Darn 

| Tison’s article, and in fairness to T a 2 ed Swell 
‘This Week and colorgravure as it is Oo the Editor: Your paper is a 


sold in rotogravure sections, it should 
be made clear in your columns that 
fone is a rotogravure magazine sec- 
|tion and the other a rotogravure pic- 
{ture section, and they are different 
in other ways; for example, one must 
be bought as a single unit, the other 
is entirely flexible and may be bought 
market by market, “ee 
R. S. Coiins, 

r; pei ure Service 
Corporation, Chicago 


der to insure first “whack” at it, 
would ask that you kindly mail it 
to me at my home address. I posi- 
tively refuse to play second fiddle 
to the rest of the staff by having 
to read a thumb-marked and clipped 
copy of it. 


Soooo -send it, hereafter and | 
from now on, to my home address, 
given below 


Western Manage Harry J 


HooLe, 


Walter Thornton Avene Vv; 
* 3. ¥ New York 
Watkins Almanacs :#s 


Go “Like Hot Cakes” Just Another Rear 


To the Editor: Please accept with To the Editor: In your Dee. 8 
our compliments a copy of our 1935) Issue, the advertisement of the Cin- 
We printed 2,000,000 and | cinnati 
' released them to our dealers in Sep-| end of a horse, thereby increasing a 
tember. By Nov. 15 our entire stock | widely reported surplus in this field. 
had been ordered and it was neces-| Such things as this only provide 
|} sary to run 250,000 more. material for those people who are 
| This company, which began busi- | always insisting that there are so 

ness in 1868, has been distributing | Many more rears than fronts. 

almanacs since “way back when.” ae 
| During the years 1927 through 1933, President, Ambro 
i we furnished calendars to our deal Agency, Ine., 


Times Star shows the rear 


Rowe, 
Advertising 
Cedar Rapids, Ia 


and they did in unmistakable terms. | 
The trial at Indianapolis will be| 


nformation 


orAdvertisers 


The following documents may be 
secured without charge by = any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 685. NBC Presents Paul Wing, 
the Story Man. 

In a new 15-minute series of syn- 
dicated, recorded programs, Pau! 
Wing with the aid of his magical 
typewriter, tells of the magical voy. 
age of two children. NBC’s pambhilet 
points out the program’s merchandis. 
ing and promotion possibilities for 
numerous products. 

No. 686. 

Published by the insurance adver- 
tising department of the New York 
Herald Tribune, this booklet pre- 
sents a study of the New York mar. 
ket’s advantages for insurance adver- 
tising, and raises the question as to 
whether companies are making ade. 
quate use of New York newspapers, 


Advertising Life Insurance. 


No. 687. 

This presentation compares circu- 
lation of Grit with the circulation of 
five other magazines in 54 towns 
between Erie and Harrisburg, Pa. 
Emphasis is placed on the major 
market existing between urban cen- 
ters. 


Between—. 


No. 688. What's New in 


How direct mail “supplements and 
nourishes all other kinds of pub- 
licity, besides standing on its own 
feet as a selling aid” is set forth 
in this pamphlet by Finch & MeCul- 
lough, printers, binders, and publish- 
ers. A helpful chart to aid the ad- 
vertiser in analyzing merchandise. 
message, and objectives is provided 
No. 689, 

Item. 


Advertising. 


The Washington Daily News 


Current market and lineage in- 
formation on Washington, D. C., is 
given in this monthly four-page bul- 
letin published by the Washington 
Daily News. 


No. 656. High Spots from a Nation- 
Wide Survey of Daytime Radio 
Hours. 

A brief folder giving preliminary 
results of a survey conducted for 


pretty darned swell one and in or- | 


| secribers’ homes. 


| National Broadcasting Company by 

the Market Research Corporation of 
America on the use of radio during 
| the daytime. 


| No. 612. There’s a Turn to Color in 
~— Advertising. 
fascinating contrivance that 
posits out the value of color in ad- 
a and especially in Cosmo- 


| 


politan, through the medium of a 
“turntable,” upon which college pen- 
nants, national flags, etec., are de- 
|picted, as well as the products, in 
‘colors, of leading advertisers. 


No. 601. Liberty. 


An interesting folder developed by 
Liberty Magazine which contains a 
copy of the publication together with 
| brief material and charts describing 
Liberty’s gains in advertising 
revenue. 


| 
| No. 618. “Where They Buy.” 

An unusually comprehensive study 
of the distribution of retail sales in 
the United States paralleled by 4a 
study of the circulation of women’s 
| magazines. The study details the per: 
centage and volume of retail sales 
in a number of lines by counties, ac: 
/cording to the size of their largest 
cities; by shopping areas, according 
to the size of their shopping centers: 
and by counties, according to theif 
| consuming ability. Attractively pre 
sented, this volume, replete with 
charts and graphs, should prove of 
value to advertisers and agencies. 
Published by Woman's Home Com- 
panion. 


No. 634. Two Hundred Thousand 
Fingerprints. 

A booklet giving the results of aD 
examination by fingerprint experts of 
532 copies of Time taken from sub- 
Presents the story 
of “cover-to-cover readership” in 


| unique and convincing fashion. 
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ADVERTISING AGE 


MARKET 


a label for things as they are 


O copywriter created the “A” Market; no research man invented 
its boundaries. It is a matter of fact—of geography and history, 
the inevitable result of the development of America. 


Nine out of ten Americans live east of the Rockies. It is no coin- 
cidence that they account for 88% of the retail sales of the whole 
country, 90% of the wholesale business . . . People, not square 
miles, make markets; and the 110 million people in the “A” 
Market make it just about the biggest, richest market in the world. 


The 26 million families in the ‘A’? Market consume carloads of 
cosmetics, tons of breakfast foods, shiploads of coffee, millions of 
gallons of gasoline, billions of cigarettes—all but a fraction of the 
entire output of American factories. Siis Week reaches one out of 
six—over 4,000,000 families in the ‘““A’’ Market. 


The “A” Market is recognized on the sales maps of American 
business. Automobile manufacturers and toothpaste makers alike 
know where they sell goods, know that dots and colored pins are 
thickest in the primary centers of distribution. 


This Week follows the sales maps. Its full power is concentrated 
in the “A” Market; it hits hardest in 21 of the top 26 sales centers. 


To manufacturers with the capacity to meet the “A’”’ Market’s de- 
mands, Yhis Week offers a new and powerful merchandising force. 


The Colorgravure Magazine for the Four Million 
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a ——— 
J. F. Ness of KNX Dies 5 MOVIE ST ARS | AS APPROVED BY SCREEN FAVORITES COURT DECIDES STA 
John F. Ness, promotion manager } es 
of station KNX, Los Angeles, for 
merly promotion manager of the 
Los Angeles Times, died in Los An- T0 AID STEIN | RADIO STATION 
geles Dec. 11 following a brief ill- | 
ness. Joining KNX a few months | 
ago, Mr. Ness had been with the DESIGN STYLES | MAY LIFT NEW 
Times for seven years, and before f 
that had served on newspapers in| 
Reno, Nev., and Honolulu. ea 
——— | ‘ ‘ ‘ ony 
Hickory Fashion Council Seattle, Wash., Dec. 19.—News is 
public property after publicatio: 
a To Be Featured | Federal Judge J. C. jowen — hus 
| |ruled in dismissing a temporary 
lstraining order which the Ass 
Chicago, Dec. 20. One broad | | ciated Press obtained against « 
campaign designed to help spur the tion KVOS, Bellingham. 
recovery movement as well as aid | The order had prohibited the sta 
its own sales and another which | tion from reading on its programs 
will reveal the findings of the) A. P. and local news items taken — 
“Hickory Fashion Council” were an-| from Bellingham and other A. P Full 
nounced this week as A. Stein & | newspapers. ull- 
+ Co. held their annual sales conven: | Use of news by radio station; gre 
tion at the Hotel Sherman “does not involve the pirating chai 
U rican Sigmund Stein, president of the | ome news gathering and distribu reas 
company, explained that the Hick- |tion agency of news reports by an crea 
ory Fashion Council, comprised of other such agency, as in the cas 
five lovely screen stars, will act in| 'of Associated Press vs. Interna oe 
The salesman of the non-adver- an advisory capacity to the staff ot | tional News Service,” the justic: 
rane — mer it oe All designers of Hickory girdles and vata , 
through the days work he en , =~ 7 ‘ he 36500 we ta . c 
pried severe obstacles. Neith- peng a yy ~ecell gaat Rigen “The court holds that when gen 
er he, his firm, nor his product ‘ 47 Merk aie nia c é eral news furnished by complainan 
is well known. If his competi- and Esther Ralston were selected | or local news claimed to be und 
tors are advertising the handi- for their fashion and. style alert- | its control as regards republication 
cup is all the greater, for while ness. | has been printed in a regular issu 
he is talking up his proposition “They were not asked nor ex-| of complainant's member news- 
he has to talk against the force pected blindly to endorse or ap | : _— papers, and that issue has been, in 
of the opposition. prove our products,” said Mr. Stein. | Two-Way Stretch “Arioso’ Girdle 


On the other hand, the compet- 
ing sulesman who has the power 
of advertising working with him 
saves time all along the line. 
He saves it in finding prospects 
(buyers know his firm and his 
product). He saves time explain- 
ing (if the advertising is doing 
the right kind of an informative 
job). He saves time getting the 
order (men buy more readily the 
things about which they are best 
informed). 

Advertising’s function § in 
selling process is exactly what 
lubrication is in the machining 
process. It overcomes resistance 
and friction, reducing the load 
on the salesman. It smooths the 
contacts of salesman and buyer. 
It accelerates the efficiency of 
the salesman, keeping him in 
working trim. 

Advertising is just as fundamen- 
tal in the civil engineering and 
construction field as in any other 
field—in fact more because 
very few sales are consummated 
on the “yes” of one man (three 
or more men are in the picture 
on 90 per cent of the purchasing 


the 


sO 


done by engineers). Moreover, 
engineers and contractors are 
very much on the move (over 
10,000 ENR and CM subscribers 
changed their addresses last 
year). 
The salesman or salesmen can't 
contact all of them, company 
after company, day after day. 
There is something that can and 
that is a sustained program of 
advertising in 
aaa ET Oy " 
\ 


| ENGINEERING 
NEWS-RECORD 


CONSTRUCTION 
METHODS 


a. eins cettencetianttinne sisenseciaaestaetitesitiatsidise aie 


ATLAS PHOTO COPY CO. 


_ THREE LOCATIONS 


“On the contrary, they will collabo- 
rate in our styling activities by 
submitting suggestions, recommen- 
dations and criticism of innovations 


proposed by the company’s own 
staff. Some of their ideas have been 
incorporated in the 1935 line.” 
Use “Dress Up’’ Theme 
Advertising will feature the 
slogan, “We've consulted the stars 


-your figure may be your fortune.” 
The campaign will run in news- 
papers, magazines and trade papers 
shortly after the turn of the vear. 

Joseph M. Kraus, advertising 
manager of A. Stein & Co., outlined 
the campaign for Paris garters and 


suspenders, which will carry the 
provocative theme, “Dress Up 
America.” 

“We are not so provincial in our 
thinking as to confine application 


ot this phrase to our own interests 
or those of the apparel industry,” 
said Mr. Kraus. 
“Let’s put pictures 
bare walls; let’s put 
into neglected gardens and empty 
vases; let's put needed pavements 
on our streets; let’s put fresh paint 
on our buildings; let’s put new im- 
provements in our homes and_= re- 
place obsolete machinery with mod- 


back 
flowers back 


on our 


ern tools. 

“When we ‘Dress Up America’ 
well see the results reflected in 
the character of our citizens and 
their attitude toward their prob- 
lems. ‘Dress Up America’ can be 
made more than a fine slogan. The 
composite result of such an effort 
will mean better living conditions, 
increased consumption and more 


employment.” 

Mr. Kraus also paid his respects 
to semi-nudism, which he said is 
largely responsible for lowered con- 
sumption, production and 
ment. He laid this tribute 
door of advertising: 

“To accomplish our purposes 
cannot too strongly evaluate’ the 
power and effectiveness of ade- 
quate, continuous and honest adver- 
tising. During 1933 


employ- 


at the 


we 


and 193 we 
progressively increased our adver- 
tising investments. The result has 


been than a 


return in sales and. profits. 


more colnmensurate 
We are 


proceeding with still greater promo- 


tion effort in 1935, contident that 
sales of Paris garters and suspend- 
ers again will be favorably stimu- 
lated.” 

| Newspaper advertising will form 
ithe backbone of the Paris  cam- 
| paign Magazines, car cards, out- 
|door advertising, radio and = direct 
mail will also be employed. The 


campaign will feature a money-back 
that 


Zpuarantee Paris garters are 
more comfortable than no garters 
|The “Free-Swing’ suspender will 
also be spotlighted with the claim 
that it cannot skid off the wearer's 
shoulders McJunkin Advertising 
Company is the agency 


land 


i bv 


Styled by Expert Hickory Designers in collaboration with 
“The Hickory Fashion Council’ ; 


an advisory group of screen favorites noted as style and fashion leaders 


Five popular feminine movie headliners, selected for their fashion and 
style alertness, will comprise the “Hickory Fashion Council,"’ which 
will collaborate with A. Stein & Co., stylists in designing Hickory 


girdles and foundations. 


RCA RADIOTRON’S 
AGENTS WILL VIE 
IN COPY CONTEST 


Camden, N. 
to skyrocket agents’ interest 
vertising the merits of RCA 
tubes in sealed cartons, the 
Radiotron Company, Inc., is 
ing $1,250 in awards 


J., Dec. 19.—-Seeking 
in ad- 
radio 
RCA 
offer 


cash in. fi 


national «advertising contest for 
agents. 

All the agent has to do to enter 
the contest is to submit an RCA 
radio tube advertisement run by 
him in his local newspaper, or any 
direct mail piece. 

Ninety-six district prizes and 4S 
certificates of advertising ability 
comprise the awards in the 12 
Radiotron sales districts. In addi- 


tion, a 
will be 
paper 
piece. 


The 


national grand prize of $50 
awarded for the news- 
advertisement or mail 


best 
direct 
agents’ advertising contest 
was first announced in the Dee. 10 
issue of “Good News,’ the com- 
pany’s publication for its agents. It 
will be held in two periods, from 
Dec. 15 Jan. 15, and Jan. 15 to 
Feb. 15 

Agents are provided with instruc- 
tions on “how to make an ad or a 
post card,” the instructions dealing 
with layout, copy, and illustration. 
Simplicity stressed prime 
value. The states: 

“Remember Simplicity 
If the long, 
swallow your pride and cut. Hun- 
dreds ad writers every day are 
sacrificing phrases they have worked 


to 


is as of 
announcement 
the rule: 

copy comes out too 


of 


over for hours to the greater good 
of a well-balanced lavout.” 
Points to Emphasize 

The agent is urged to emphasize 


in his advertising such sales points 
quieter operation, quicker start, 
uniform value and performance, 
the sealed carton feature 
angles possible, it 
the use of RCA 
police department 

ment, radio amateurs. 
broadcasting stations 


as 


Fea- 
pointed 
radio tubes 
radio equip- 
and = loeal 


ture 
out, 


is 


| Holmes & 


More than a score of illustrations 
are available in mats, stereotypes, 
or electrotypes from the company, 
the dealer is told, “to improve the 
attention-getting value of your 
newspaper ads or direct mail 
pieces.” They include authorized 
agent signs, drawings of sealed 
cartons, and RCA monograms. 

“The contest easy-—the results 
are three-fold,” the company ad- 
vises the agent in the announce- 
ment. “Every RCA agent can write 
his own advertisement or create 
his own direct mail piece. Art 
work and complicated layouts are 
not necessary. Simply tell your 
story of the advantages of RCA 
radio tubes in sealed cartons in 
your own way just you would 
tell it to a customer in your store.” 

Besides the hints and suggestions 
on advertising given by the com- 
pany in the contest announcement 
spread, the dealer advised to 
look to his local newspaper's adver- 


Is 


as 


is 


the ordinary course, published and 
distributed to the public, such news 


reports from that moment belong 
to the public, to use them for al| 
purposes except for sale by a rival 


agency to its news publishing mem 
bers.” 


J. J. Fanning, Radio 
Pioneer, Dies Suddenly 


Lieut.-Col. John J. Fanning, on: 
ot New England’s pioneers in radi: 
broadcasting, died suddenly Dec. 14 
in New York City. He is survived 
by his wife. 

Through his career with the U.S 
Signal Corps he had been identified 
with the early development of radio 
He was the first announcer at station 
WNAC, Boston, and was in charge 
of that station’s programs from 1922 
to 1928, when he resigned to direct 
the radio advertising division of the 
O'Malley Advertising & Selling Com 
pany, Inc., Boston, with which he 
was associated at the time of his 
death. 


New Blotter Ad Service 


National Blotter Service, Plymout! 
Bldg., Minneapolis, has announced 
plans for the distribution of 300,000 
desk blotters quarterly by Western 
Union to business men in thirteen 
large cities beginning April 1, 1935 


Advertising space is to be _ sold 
through Powers & Stone, Chicago 
who have been appointed national 
representatives. The rate is $2,00) 


per month. 


tising department or a local job. em 
printing establishment for ideas. | 
The dealer receives three bene- | Death of F. D. Murphy 
fits from entering the advertising, Frank D. Murphy, for many years 
contest. it is stated: with the advertising department 0! 
“In entering this contest you not | the New England Telephone a 
: : pany, died Dec. 14 in Beverly, Mass 
only gain valuable advertising ex- after a short illness. 
perience, but qualify immediately 
for consideration for one of the|~"—"  & &;3°}»&»~»©»~™~—MHMX"' TSE” ‘ 
many cash prizes and the RCA 
Radiotron Certificate of Advertising M M 
Ability. Last, but not least, you . * 
get direct, bankable returns as a 


result.” 


8-Page Kroger Food 
Section Sets Record 
Publication by the Chicago Herald 
and Examiner Monday of an eight- 
page advertising section for the 
Kroger-Consumers Stores marked the 
first time in Chicago merchandising 


history that an eight-page advertise- | 
had been devoted to foods, ac- | 


ment 


cording to that newspaper. 


The Kroger-Consumers Stores, Chi- | 


cago unit of the Kroger Grocery & 
Baking Company, featured a “Merry 
Christmas” sale of foods in its see- 
tion, both the front and back covers 
of which were printed in four colors. 
Color was also used on every inter- 
mediate page. 


). G. hun Olas 


James G. Ludlum, 
Edwards 
International Silver 
den, Conn., died Dee. 
in Bridgeport. He 


manager of the 
division of the 
Company, Meri- 
12 at his home 
had been asso- 


ciated with the company since 1896. | 


VS. 


P.M. 


In planning the Window Dis- 
play, it pays to be “Mer- 
chant-Minded" rather than 
Price-Minded. FACTS TALKI 


| 
| 


EINSON- 
FREEMAN CO. 


| Starr and Borden Avenue’ 
e Long Island City, N. Y: 
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through remarkably well. In large N d 5 S di | From Columbia's largest Chicago|in the role of “Scrooge” in the 
STATEMENT WINS PRAISE |part, the latter fact was due to ee tu 108 |studio will be heard Beatrice Lillie,| Christmas Day program, he will be 
up-to-date merchandising methods, Alexander Woolleott, Victor Young |making his radio acting debut. His 
| he For Nash Party and his concert orchestra, Mme.|sister, Ethel Barrymore, will be on 
M in of th | | “Undoubtedly there are big con- e Ernestine Schumann-Heink, and/the New Year's Day program for 
12 Months of Repea cerns today who are spending less Christmas Day Kathryn Witwer, soprano. George| Nash over a WABC-Columbia net- 


Full-page advertisement for Wal- 

green Company, Chicago, drug 

chain, explaining the company's 

reasons for selling liquor, which 

created much interest in Chicago 
last week. 


MUST CONTINUE 
TO SOLICIT NEW 
BUYERS: BABSON 


Says Advertising Gains Show 
Confidence 


Boston, Mass., Dec. 20.—The ad- 
vertiser’s message may be an old 
story to millions, but every 24 hours 
there is a fresh group of 6,000 
people coming into the market as 
new customers who must be so- 
licited, Roger Babson, economist, 
pointed out in an article in the 
Boston Transcript last weekend. 

“That is one reason why adver- 
‘ising should be continuous,” Mr. | 
Babson declared. ‘“‘Another reason | 
is that an advertising message is | 
like a nail. It cannot be driven | 
home at the first blow; it must be | 
hammered home with a succession | 
of blows.” 

The economist believes that one | 
of the best business indicators is 
the monthly report of newspaper 
udvertising lineage for the nation. 
He said: 

“February, 1933, was the low 
point of the depression for advertis- 
ing. Since then lineage totals have 
shown a continuous upward trend 
For 14 consecutive months, sales of 
advertising space have registered 
gains over the same months of the 
previous year. Magazine and radio 
advertising likewise show a big im- 
provement over 1933.” 

This encouraging trend in adver- 
tising means that both manufac- 
turers and merchants are anticipat- 
ing better times, Mr. Babson feels. 

“Unfortunately, however, adver- 
iising is more an indicator of cur- 
rently improving business than a 
forecaster of a future business pick- 
up, as it should be. In other words, 
in slumps, business men fail to in- 
crease their advertising appropria- 
tions in order to prevent a drop in 
sales. In fact, they go to the other 
extreme. As their business falls off, 


on 


their 


their 
pay 


| — 
| Brophy to 
3. Brophy, who has been assist- | 
ant treasurer of A Century of Prog- 
ress exposition in Chicago for the | 
past two years, has been made busi- | ; 
ness manager of the Chek-Chart | be heard from the main studio of | studios. 


Corporation, Chicago. ‘KHJ, Los Angeles. ' When Lionel Barrymore appears Blectric & Mfg. Company. 


advertising than they did in 
1929; but as a whole they have not 
lost their vision. They have kept New York, Dec. 20.—Five studios |CBS studio in Chicago. her air debut over Columbia two 
products before the public, | will be required to accommodate the| Because there is no studio in the | Years ago. 

and as we move toward prosperity,|cast of 300 artists taking part in| Middle West large enough to accom- a 

advertising investment will|the “Christmas Party” program for | modate their group, the Apollo Club Joins Indiana Agency 


Olsen and his orchestra, and Ethel| work, presenting several of her 
Shutta, will broadcast from another | stage characterizations. She made 


dividends.” ‘the Nash Motors company to be!chorus of 200 voices will be taken S. H. Pittman. formerly of Mans- 
—_———— /heard over WABC and 90 stations |across the street to the Chicago} field, O., is now operating manager 
Ch k Ch je the Columbia network from ?:?") Medinah Athletic Club’s grand ball-| and co-partner with H. A. Collins in 
eR- art to 5:15 p. m., EST, Christmas Day. 100m. ithe Waldron Advertising Agency, 


alo | Terre Haute, Ind., which plans to 
Male : : 

expand into the national advertis- 
ing field by Jan. 1. Mr. Pittman 
formerly had charge of advertising 
and promotio. for the Westinghouse 


Lionel Barrymore and a_ Holly- The Don Cossack Russian 
|} wood cast, in the presentation of | Chorus of 36 voices will be heard 
Dickens’ “A Christmas Carol,’ will| from one of the CBS New York 


they curtail their advertising. Thus, 


one of the most valuable methods | 


of ironing out the humps and bumps 
in the business curve has. been 
neglected.” 


A Toboggan Slide 


Business men forgot the part ad- 
vertising played in bringing about 
mass distribution, Mr. Babson as- 
serted, “when they temporarily lost 
faith in advertising as their sales 
slumped during the depression. By 
so doing, they entered a_ vicious 
cycle—decreasing trade brought a 


decline in advertising budgets; less | 


advertising space brought a further | 


| 


drop in sales; and so on, down the | 


toboggan slide.” 


Although more than 100,000 con- | 


‘erns failed because of the depres- 
sion, most of these were small 
marginal concerns, he _ declared, 


While the giant corporations came | 


68,000 lines—713% 


in Average Commercial, 


and 


97,000 lines—718% 


in All-Edition Commereial, 


—and Leads All Rural Monthlies 
Except Country Gentleman in 


Commercial Advertising Gained 


1934: over 1933 


PROGRESSIVE FARMER 


BIRMINGHAM, ALA. RALEIGH, N. C. MEMPHIS, TENN. DALLAS, TEX. 


MAGAZINE FOR SOUTHERN FARMS AND HOMES 
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KLEINERT TEST 
PROVES NATIONAL 
BRAND PREFERRED 


Kenneth Collins Tells Re- 
sults of Comparison 


New York, Dec 20, 
whelming demand for a nationally 
advertised brand in preference to 
a private brand of identical quality | 
and substantially lower price has 
been demonstrated to the great ad- | 
vantage of Kleinert’s dress shields | 
by Kenneth Collins, assistant to the 


The over- 


president of Gimbel Brothers, Inc. 
I. B. Kleinert provided the de-| 
partment store with Gracet shields 
of exactly the same quality as the 
regular Kleinert shields, the two 
products differing only in name. 
During a non-advertising period, 


60 per cent more business was done 
on Kleinert’s at 25 cents and up 
than on Gracet at 19 cents. Report 
ing to Ralph K. Guinzburg, presi- 
dent of I. B. Kleinert, on the next | 


| 


step, Mr. Collins said: 
“We ran an advertisement featur- | 
ing Gracet shields at 19 cents. 
There was no mention of any other 
shield in the advertising. This ad- 
vertisement stimulated the sales se 
Gracet and did not hurt the sales 
of Kleinert’s, and as a_ result, | 
although our business was increased 
by the advertisement, almost one 
half the business was done on} 


Kleinert shields at 25 cents and up, | 
despite the fact that the customers 
were brought in to buy Gracet.” 


Business Swings to Brand 

Later an advertisement was car- 
ried on Kleinert’s Jubilee shields 
at 25 cents, appearing in the same 
size of space and the same news- 
paper the Gracet advertisement. 
Although the price was the same at 
which this product is regularly | 


as 


| Kleinert’'s 
| cents, 


| concentration 
yield 


STARTLES BOOKWORMS 
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“but nobody gave me - While Rome Burns/” 


Unique Christmas gift advertising 

for "While Rome Burns,"’ Vanguard 

book, which appears on book 

pages exactly as shown here, but 
in larger size. 


this 
Gimbel’s 
and 

on 


throughout the 
and its competitors, 
unable sell 
almost the entire 
Kleinert’s. 

A subsequent 


sold 


store 


year by 


was Gracets 


business 


to 


Was 


advertisement 
Jubilee 
the price at 
marked, 
one-half 
during 


on 
shields at 19 
Which Gracet 
brought in four and 
times much business 
the pre-advertising 
and sold three and one-third 
as many shields as were 
the Gracet advertisement. 
| fic stimulated the 
| Kleinert’s better dress 
33 cents and 39 
advertising 
final stage of 
some 
but 


was 
as as 
period 
times 
sold on 
The traf- 
sale of 
shields at 


also 


cents. 
appeared 
the 
Gracets at 
twice 
at 25 cents. 
go trom the pe- 
the smaller the 
with no apparent 
volume,” said) Mr. 


during 

There 
1% 
many 


test. 

sale of 
more than 
Kleinert’s were sold 

“The further we 
riod of advertising, 
sale of Gracet, 
loss of Kleinert 
Collins. 


cents as 


To Act Accordingly 


“We, therefore, conclude that a 
on Kleinert’s will 
large volume with the 


satisfactory net 


us a 
result of 


profit: at 


a 
oe  +|¥e 


Map courtesy 


River Lock 


4 Combined 
Federal- 
E55 40 To 60 FRS89) 60 To 60 MR asove Bo State Crop 
UNSHADED AREA — BELOW 40 Reporting 
Service 
Dubuqueland far above other areas in 1934 corn 


yield. 


Project 


Above map shows percentage of normal yield 
per acre. 


Releases SI2. 


000.000 


—Another reason for today’s 


Dubuqueland — prosperity 


Money is pouring into Dubuqueland. One of the largest single con- 
struction jobs the Federal Government has ever undertaken on the 


Mississippi is now under way in 


Dubuque and immediate vicinity. 


$12,000,000—one-half in actual wages—is the 1934-35 expenditure on 


the mammoth project. 


This huge sum added to Dubuqueland’s estimated 85 Million Dollar 


income from Corn* explains why 
graph-Herald and Times-Journal 
perous markets today... 


" TWICE the average of towa's Corn Empire. 


Write for market data 


this trading territory of the Tele- 
is one of the nation’s most pros- 


. . a rare advertising bargain at 10c a line. 


CIRCULATION 
OVER 29,000 


The G Celegraph-Geral 


and. TIMES 


=JOURNAL 


Dubuque, lowa — 
Sins tas ainda P. ALCORN, 


360 N. Michigan, Chicago 


21 East 40th Street, New York 


3084 W, Grand Bivd., arene 


| 
the 


end of the year, and 
acting accordingly.” 

Mr. Collins could not be reached 
for a statement outlining the terms 
on which he would make similar 
tests for other national advertisers. 
According to Mr. Guinzburg, the 
cooperation extended by his firm 
ended with supplying the merchan- 
dise. 

Owing to the 
of the Kleinert 


we are 


age and standing 

brand, trade author- 
ities said they are not surprised at 
the results of this test, although 
they doubt there are many brands 
which could make a comparable 
showing. 


Kleinert shields have been adver- 
tised for 51 years since they were 
put on the market in 1883 by I. B. 


Kleinert, a leading manufacturer of 


ear muffs who developed the dress 
shield as a side line to keep his 
factory busy the year round. 

The first advertising was car 
cards on the elevated steam rail- 
roads which served as the city’s 
principal means of local transpor- 
tation at that time. For a number 
of years this medium was used ex- 


always been a 
the company 
coverage ol 
than 
sys- 


clusively and it has 
favorite. At one time 
had complete car card 
the United States at 
coverage of this 
tems costs today. 


cost 
subway 


less 
city's 


Small Space Utilized 
years past all mediums 
used, sometimes sepa- 
often in campaigns 
use of three or more 
time. <A feature ot 
activities has been 
of small space in 
magazines and news- 


lor many 
have been 
rately but more 
involving tne 
meaiums at a 
ine company s 
the itrequent 
large lists of 
papers. 

The advertising has always 
ceived the personal attention of the 
head of the business, Mr. Guinz- 
burg, granason of the founder, hav- 
ing charge today. The Federal 
Advertising Agency, Inc., New York, 
has serviced the account since 1916. 

According to “Nationally Adver- 
tised Trade-Marks,” published by 
the Periodical Publishers Associa- 
tion, $319,000 has been spent in ad- 
vertising Kleinert shields in 
magazines the past ten years. 
Several total annual appropriations 
in this period have this 
figure. 


Philadelphia Club Is 
Host at Yuletide Party 


One hundred children from the 
city’s settlement houses were guests 
of the Philadelphia Club of Adver- 
ltising Women Dec. 15 at the annual 
Christmas party. H. HH. Kynett, 
president of the Poor Richard Club, 
i played the part of Santa Claus. 

Hostesses were Beatrice Cole 
Wagner and Nan M. Collins, assisted 
by lola Benham, Charlotte Bobb, 
Charlotte Carter, Florence’ Dart, 
Mary Denton, Dorothy Dignam, Car- 
oline Ferris, Marie V. Kelly, Helen 
Klose, Margaret Lukes, Irene Maher, 
Evelyn McLaughlin, Jean Nash, 
Alice Rudy, Viola Schlacks, and 
Kiizabeth Wilson. 

Assisting in 
guests were 
Arcari, and 
midgets and 
WIP. 


use 


1e- 


dress 


exceeded 


the 
Andy 
with the 
station 


entertaining 
Leon Stine, 
“Uncle Wip” 

clowns from 


Stanley Chemical Names 
Evans, Nye & Harmon 


Nye & Harmon, Inc., New 
| York agency, has been appointed 
by the Stanley Chemical Company, 
East Berlin, Conn., to handle ad- 
|vertising of the company’s line. of 
jindustrial coatings, enamels, —lac- 
| auers, and japans. 
Marine publications 
| meee in the 
coating field will 
paign for a new 
Sparox, a clear 


Evans, 


and selected 
general industrial 
be used in a cam- 
product, known 
marine coating, 


as 


Perry E. Anderson Dies 


Perry E. Anderson, 53, commer- 


cial illustrator, died recentiy at his 
home in Westport, Conn. He = spe- 
cialized in fashion illustrating, and 


was staff illustrator for Weber & 
Heilbroner, Clothiers, and the Knox 
Hat Company, New York. 


Roto Firm Buys Plant 

Alco Gravure, Inc. rotogravure 
printer, has purchased the premises 
at 2436-62 W. 15th St., Chicago, and 
Will use the property for its plant. 
Extensive alterations and additions 
are being made, 


SUPER SUDS JOINS THE CUT-OUT PARADE 


“Town Toys” now on every box 
of Super Suds—the amazing 
“hollow bead” soap that makes 
doing dishes so much quicker 
and easier. Get some today! 


toys for your children... 


ERE’S a barrel of fun for the boys 

and girls! The marvelous oew Super 

Suds Town Toy Cut-Outs! With them the 
youngsters can make « real toy village 
For on some boxes there are a house. 
trees aad raifroad station. On other boxes 
there are: « Gre-house with fire engines; 
8 farm with house, bara aod animals; air- 


washing drudgery in half! 


grocer’s... 
planes; and many other fascinating toys! 


cu 


Why not get a box of Super Suds today? 
You'll get these wonderful Super Suds 
and, at the same 
time, discover the easiest, quickest, bes 
way of washing dishes you ever saw! 

For Super Suds’ amazing hollow beads 
of soap burst into rich, quick-cleansing 
suds—the instant they touch water. Dishes 
come sparkling bright in « jiffy. Just a 
quick rinse and they gleam like new— 
eveo without wiping! No wonder mil- 
lions of women say Super Suds cuts dish- 


Get Super Suds today at your favorite 


now in the big red box with 
the new Town Toy Cut-Outs on the back, 


MAKES “DOING DISHES” QUICK AND EASY! 


FREE! 
T-OUT 
TOYS 


ON EVERY PACKAGE OF 
SUPER SUDS! 


\ 


S) ( 


YER DIRECTORY 
SHOWS INCREASE 
IN NEWSPAPERS 


Pa., Dec. 
newspapers 


20.—An in- 


in the 


Philadelphia, 
crease of 129 
United States and Canada in the 
last year is shown by the 1935 edi- 
tion of N. W. Ayer & Son’s Direc- 
tory of Newspapers and Periodicals, 
to be released Jan. 1. Figures for 
1933 showed a loss of 212 news- 
papers when compared with the 
1932 total. 

Outstanding gains are noted in 
the number of newspapers in Texas, 
New Jersey, and Wisconsin. 

The total number of newspapers 
in the United States and Canada 
at present, the directory shows, is 
14,091. Of these, 2,197 dailies, 
and 11,856 are weeklies, semi-week- 
lies and tri-weeklies. An increase 
of 38 is shown among the dailies 
for the vear, while the weekly, 
semi-weekly and. tri-weekly groups 
accounted for a total increase of 
SY last vear. 

United States 

25 newspapers, of 

33 are dailies, while in Canada 
are six more newspapers, of 
five are daily publications. 

The greatest gain is in the South- 
ern states, in which there are 39 
more newspapers than there 
a vear ago. Eighteen, or nearly 
half of those are in Texas. There 
gain of 26 in the Middle At- 
which 18 are in 
The Middle Western 
have an increase of 15, of 
seven are in Wisconsin. 
told, 257 new 
but there 
and suspensions, 
gain of 129 


are 


over 
The 


crease of 


an in- 
which 
there 
which 


shows 


were 


is a 
lantic 
Now 


states 


states, of 


Jersey, 


which 
All 
reported, 
solidations 
a net 


newspapers 
were 128 


are 
con- 
leaving 


20,637 Total 


the 
on the 
towns 


Despite the increase in 
humber of vewspapers, 
hand, there are 26 more 
out hewspapers this vear than there 


were a 19 of these in th 


total 
other 
with- 
year ago, 


States and 


‘ 


' such publications. 
‘of 46 in the Western states and a 
‘loss of 


United seven in Canada 
Also. there is a eight 
in the Sunday editions of daily news 
papers, three in the Unitcd States 
and five in Canada. 

\ total of 6,546 trade 
publications are listed = in 


decrease of 


decrease oi 


anid class 
new 


com- 


the 
directory, a 


OD te 
ee | 


pared with a year ago. The greatest 
loss in this group is in the Middle 
West, where there are 116 fewer 


Now the cereal packages have a competitor in Colgate-Palmolive- 
Peet Company's <r Som, ae Hee for which contain cut-outs. 


able 
foreign language and religious lists. 
During the y 
class publications were 
there 


sixty-seventh 
tory, 
20,637 


a long holiday 
decision 
Monday, 


et 
agencies 
the 


There is a loss 
34 in the Pacific states. 

The decreases are most notice. 
in the agricultural, collegiate, 


var, 2035 new trade and 
added and 
were 530 consolidations. 

The 1935 compilation, which is the 
edition of the direc- 
lists and describes a total of 
newspapers and periodicals. 


Agencies Stay — 


Day Before New Year’s 
Employes of Chicago agencies get 
as the result of the 
of the majority to close 
Dec. 24. 
New Year’s Eve 
story, however, Most of the 
are so busy with end of 
year reports that no extra holi- 
will be awarded. 


will be a differ- 


The SHORT. WAVE 


Of the 72 advertisers in the cur- 
rent January issue of RADIO 
NEWS, 48.6% used every issue 
for the last 12 months and 26.4% 
used 6 or more of the last 12 is- 
sues, Which proves that “Results 
Are What Count.” 


Forms for March issue clos 
January 7th, 


RADIO NEWS 


461—8th Ave., New York, N. Y. 


ADVERTISING MANAGEMENT 

H. D. Crippen & W. P. Jeffery 

461—8th Ave., New York, N. Y. 
Phone: BRyant 9-3142 


MID-WESTERN OFFICE 
Virgil Malcher 
205 W. Wacker Dr., Chicago, IIl. 
Phone: RANdolph 7100 


TRY 


KAPID COPY SERVICE 
¢e PHOTOSTATS « 


{Vanderbilt 3-3680 

New York }For All Branches 
Cleveland: Main 9335 

Chisaes \State 6013-4 


|State 5980-1 
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December 22, 1934 


ADVERTISING AGE 1 


Board Is Asked 
Hiartford Broadcasting Company, | 

FARM PAPERS IP Inc., has been formed in Hart- | 
dio station for which a federal per- 

mit is now being sought. 
O A. 3S. Moffat, Watertown, Mass., 
ry is president and treasurer, and John 


ford, Conn., with authorized capital- | 
Shepard, III, Brookline, Mass., vice-| niga is 


|New Radio Station Is 

| Planned for Hartford 
ization of $60,000, to operate a ra- 
president. The new station, if it to the 


Los Angeles, Cal., Dec. 20. 


sufficiently well 


rest of the 


to Cancel Copy 
on California 


cause he believes Southern Califor-| Angeles 
P | . ‘ 

advertised | cently elected member of the Coun- | mal 
> gt : ; 

country, W. E. ty Board of Supervisors, read the | Act 


by the county supervisors is set at | ganization, declined to 
$166,667 and is used by the All-Year formally upon the motion by the 
Club to help promote year ‘round | former advertising man other than 
| tourist travel to this section through|to remark that advertising general- 
advertisements in the national pub-|ly is frequently subject to attacks 
lications. by the uninformed. He told 
| ADVERTISING AGE that his organiza- 
|} tion would be represented at the 
hearing of the case, should one be 
called. Until then he had no for- 
statement to make, Apverrising 
was told. 


comment 


To Study Matter 


—Be- Los 


and re- 


former 
man 


Anson Ford, 
advertising 


John 


| tarialis . 3 > , <3 
Chicago, Dec. 20—Farm press ee ee ate se lac d affili- Burnham, Hollywood, recently ad-| letter before that body and moved! The All-Year Club of Southern 
lineage for November again dis-| #t¢ With the Yankee Network. vocated, in a letter written to the|that the fund be cancelled. How-| California was organized in 1921, 
played the substantial gain which pe Shift Los Angeles County Board of Su-|ever, it was decided to place the| when a million dollar fund for a 
has been achieved by farm papers vod ur rogram ts pervisors, the cancellation of the|matter in the hands of county | three-year advertising program was 
during the past few months,| The early morning radio program | annual advertising appropriation | counsel for an opinion upon the |raised. It has been advertising in 
ADVERTISING AGr’s analysis of fig- | OF Armour e ~~ Chicago, has been | which has been made to the All-| legality of such cancellation, before| many national magazines ever 
aren for SS en pongark oomeue ee ee ee ae eee Ce Year Club of Southern California taking further action. lsince. The Los Angeles office of 
rie ig laa Advertising | | inging housewives the time and by that body. a Don K. Thomas, managing direc-| Lord & Thomas handles the All 
other appropriate information. The 1984-35 appropriation made j/tor of the national advertising or- Year account. 


A total of 480,652 lines of adver- 
tising, exclusive of baby chick, live- 
stock, and classified, was carried in 
November in these 64 editions of 
monthly, semi-monthly, and __ bi- 
weekly farm papers measured by | 
National Advertising Records. This | 
figure compared with 438,062 lines | 
during November, 1933. This is an | 
increase of 42,590 lines for the 


group, or approximately 9.7 per cent. 


ePOPULAR 


Table of Figures Given 


FALLACIES OF 


ADVERTISING 


Detailed figures for the publica- | 
tions measured are given in the 
following table, in which the line- 
age totals do not include’ baby 
chick, livestock, or classified adver- 
tising. 


Monthlies 
1os4 19353 
Country Gentleman..... 27,992 22,986 
Progressive Farmer and 
Southern Ruralist: 
Carolinas-Virginia 8 5 
TEGition: .iiccesessss 16,3860 121,306 % 
CGeorgia-Alabama 
FE ee eer 15,941 10,820 
Kentucky-Tennessee 
Edition ... vovees BE,Z7TL 30,564 
(oe 14,351 10,144 


Mdition ‘ 14,2 
All Editions 12.73% 8,011 
Average 5 Editions 15,2 
Capper’s Farmer.. 
Farming 
Countty Home..... 


Successful 


Many sweeping condemnations 
of advertising arise from the fact 


Southern Agriculturist 
California Citrograph.. 1,951 7,79 


‘ 
Farm Journal ...... 6,583 $, 708 | 
i 


Western Farm Lite Cate 829 | that agencies and advertisers must 
breeder's Gazetie. | 228 aes take people for what they are. 
pinned a Records show that millions of 
Stockman sor Ht 11.435 women can be most easily per- 
eo ee Se oo suaded to wash their own lingerie 
tah Farmers , ist ia2s through appeals to their emotions 
bie seralishecam ! old ..1iS there any misuse of adver- 
Wallaces’ Farmer and ro tising about that? 

en a Is it hokum because those little bal- 


Pennsylvania Farmer... 12,959 13,301 
iano: PaArMmer....s.ccs 22,681 9,291 
Zone Advertising..... 196 gtrec 
American Agriculturist 12,679 10,241 
'‘Loeal Zone Advertis- 
oe ae 
California Cultivator. 
Farmer and Farm, Stock 
and Home: 
Minnesota Edition. 
Dakotas-Montana 


loons of conversation characterizing the 


comic strip prove repeatedly to be the 
3,944 ? 150 
11,417 14,074 


best read parts of advertisements . 
even to the distaste of the refined? 


Pacific Rural Press 


“Advertising ... Bah! 


HOKUM ... 


993 
COMMISSION! 


15% 


ADVERTISING MEN are 
aroused by every statement about 
advertising that is fallacious. 

Similarly other business men are 
aroused by fallacious statements 
about their business. 


NATION'S BUSINESS, almost 
alone, has fought the battle of all 
business against fallacies. That is 
one of the reasons why 260,000 
executive subscribers hold it in 
such high regard. 


that an emotional appeal in advertising 
is necessarily an untruthful, subversive 
appeal. 

Even critics of this type of advertising 
will themselves respond to an emotional 
appeal keyed to their particular tastes 
... the use of a symphony orchestra by a 
radio advertiser illustrates that point. 


=i NATION'S BUSINESS 


Edition ......... 762 9,840 Untruthful advertising is indefensi- 
‘Local Edition ...... 5,037 1554 
cng st aR la Mal ble by any standard. Advertising that 
zone AGVeFrtiSing.... Lu 
Nebraska Farmer... LOSS 12.361 
Rake Adoartiatian 7193 6608 appeals to one group of people may ap- 
Average 6 Editionts.. Tish : 
Indiana Farmers Guide 9.976 5,032 pear the sheerest bunk to other people 
rairie Farmer: 
oe ee np ella go ... but that is no aspersion on advertis- 
idiana ue on, 7.706 1.708 
Wiscons Agrict Pa . . e.¢ 
a aa (Kiet keane ing, nor on the skill of the advertising 
Missouri Ruralist ‘% 7,623 S518 r 
Rural New-Yorker.. 7,334 7,494 | writer. 
Ohio PATMer ..cckops . 6,204 Se : : 
Se aes Re sa, A widely held fallacy is the assumption 
& Bre eZze H,1S85 6,286 | 
Michigan Farmet 6,005 6.387 
Dakota Farmet ba 5. ta0 8,727 
New Mngland Home- 
Sa ee 5,520 8.386 
Weeklies 
Weekly Kansas City Star 
Missouri Edition... 17,¢83 445 
Kansas Kdition 17,¢29 IN.5A76 
Arkansa Oklahe i 
Falition Hanon tnt | U 260,000 CIRCULATION 


15,746 19,32 


Capper'’s eekly 10,706 7.676 

ca edule Wines Rees | PUBLISHED MONTHLY AT WASHINGTON 
“Friday Edition 9,258 1,186 | 
‘Tuesday Edition .... 7,439 6,951 

Dairymen'’s League 
News 4 2.839 1.905 | 


BY THE UNITED STATES CHAMBER OF COMMERCE 


. a 
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ADVERTISING AGE 


December 22, 1934 


ADVERTISING IN 
DAILIES GAINS 
OVER LAST YEAR 


New York, Dec. 20.--Newspape! 
advertising lineage is still on the 
upturn, ApverTISING AGr’s analysis 
of the lineage carried by the news 
papers in &0 cities measured by 
Media Records during Novembe1 
reveals 

In three of these cities compar- 
uble figures for November, 1933, 
were not available, and these three 
cities are therefore excluded from 


ADVERTISING AGE’S COMparative 


analysis. 

In the remaining cities, the 
newspapers measured by Media 
Records, Inc., carried a total of 
152,807,519 lines of advertising in 
November, compared with 1438,649%.- 
957 lines in the same month last 
year, for a gain of 8,157,562 lines 
or roughly, 5.7 per cent. 

Retail lineage led the advance in 
November, increasing from 84,172, 
137 lines in November last vear to 
93,797,599 lines last month. This is 
an increase of 4,625,462 lines, o1 
11.4 per cent. General and classi- 
fied also showed gains during the 
month, while automotive and _ finan- 
cial lineage decreased. 

General lineage was up from 
26,747,863 to 27,439,806, a gain of 
691,943 lines or about 2.6 per cent, 


= 
oe 


and classified jumped from 19,600,- | 


360 to 21,007,559, a gain of 1,407,199 
lines or 7.2 per cent 

Automotive lineage, which spurt- 
ed greatly last fall, showed a siz- 
able decline this year, lineage drop 
ping from 7,552,602 in 1933 to 4,944,- 
152 this vear, a decrease of 2,608,450 
lines, or approximately 84.5 per cent 

Financial lineage also declined 
255,090 lines, or about 10.8 per cent 
Totals in this classification for No 
vember, 1933, and November, 1954, 
respectively, Were 2,353,095 9 and 
2,098,005. 


General Motors Offers 
New Symphony Series 


General Motors Corporation will 
present a second series of sym 
phony concerts starting Jan. 6, at 
8 p. m. EST, over an NBC-WJZ net 
work. 

Foremost conductors are to direct 
the programs of the General Motors 
Symphony Orchestra, which has a 
personnel of 70 members. The con- 
certs will be heard in a= 15-week 
series. 

The soloists who have been = en- 
gaged for the Sunday night series 
are Yehudi Menuhin, violinist 
Gladys Swarthout, mezzo-soprano, 
Myra Hess, pianist; lLauritz Me- 
choir, tenor: Lottie Lehann, — so- 
prano; Elizabeth Rethberg, soprano; 
Bronislauw Huberman, violinist: Tito 
Schipa, tenor; Arthur Schnabel, 
pianist; Nathan Milstein, violinist; 
Feodor Chaliapin, basso; Jan Ku- 
belik, violinist: and in all likeli- 
hood, George Gershwin and Paul 
Whiteman. 


Appointments Made by 
the Meredith Company 


Peter Ainsworth has been ap- 
pointed advertising manager of 
Better Homes & Gardens, Fred 
Bohen, president of the Meredith 
Publishing Company, Des Moines, 
has announced. 

Other executive appointments 
are R. C. Ferguson, as advertising 


manager of Suecessful Farming; | 


Rex Stark, advertising promotion 


manager; L. kK. Smith, director of 
production; and = R i Wright, 
comptroller. 


Hugh Doney, formerly with the 
company at Des Moines, and more 
recently with Lord & Thomas, Chi 
eazo, has rejoined the Meredith 


Publishing Company as special sales 


representative 


Pease to Gardner-Greist 


J. H. C. Pease has joined the 
creative staff of Gardner-Greist 


Company, Chicago agency Mr. | 


Pease was most recently promo- 
tion manager of the Chicago Ameri- 
can, and before that was with the 
Hurley Machine Company, MeJunk 
inn Advertising Company, and Critch- 
field & Co., all of Chicago 
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The trend of total and general newspaper advertising in 52 cities 
from January, 1928, through November, 1934, is shown in these 
charts prepared by Media Records, Inc. 
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NOVEMBER NEWSPAPER ADVERTISING LINEAGE FOR 1934 AND 1933 IN 80 LEADING CITIES 
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ADVERTISING AGE 


New Promotion 
Details Merits 
of Advertising 


Washington, bD. C., Dee. 20. 
Nation's Business, published by the 
Chamber of Commerce of the United 
States, is taking up the cudgels in 
behalt of advertising. 

In a series of advertisements in ad- 
vertising publications and Nation's 
Business, “popular fallacies of ad- 
vertising’” will be discussed and 
answered effectively in terms the 
general public as well as advertis- 
ing men can understand. 

In the initial advertisement of the 


series, headed, “Advertising —bah! 
S5 per cent hokum, 15 per cent com- 


mission!” the 
are made: 


“Many sweeping condemnations of 


following statements 


advertising arise from the fact that 
agencies and advertisers must take | 


people for what they are. 


“Records show that millions of 
women can be most easily per- 
suaded to wash their own lingerie 


through appeals to their emotions 
is there any misuse of advertising 
about that? 


“Is it tokum because those lit- 
tle balloons of conversation char- 
acterizing the comic strip prove | 


repeatedly to be the best read at | 
of advertisements—even to the dis 


taste of the refined? 
Emotional Appeals Necessary 
“Untruthful advertising is inde- 
fensible by any standard. Advertis- 
ing that appeals to one group of 
people may appear the’ sheerest 
bunk to other people—but that is 


no aspersion on advertising, nor on 


the skill of the advertising writer. 

“A widely held fallacy is the as- 
sumption that an emotional appeal 
in advertising is necessarily an un- 
truthful, subversive appeal. 

“Even critics of this type of ad- 
vertising will themselves respond 
to an emotional appeal keyed to 


their particular tastes—-the use of a 
symphony orchestra by a radio ad- 
vertiser illustrates that point.” 


EK. V. Thompson is 
director of Nation’s Business. The 
current campaign is placed through 
Fuller & Smith & Ross, Cleveland. 


G-E to Hold School 


. . 

on Sales Engineering 

A special sales engineering school, 

to be conducted at the Schenectady 

works of the General Electric Com- 

pany from Jan. 14 to Feb. 9 has 

been announced to G-E air-condition- 

ing dealers by the company’s. air- 
conditioning institute. 


Back to McGraw-Hill 


Ormond Q. McGlone, formerly of 
the field circulation staff of McGraw- 


Hill Publishing Company, Ine., has: 
again become associated with the| 


company as an advertising salesman, 
operating in the Chicago territory. 


PHOTO STATS 


IRAPID COPY SERV 


{Vanderbilt 3-3680 
New York lFor All Branches 


Cleveland: Main 9335 


£4d° State 5980-1 


advertising | 
| solved 
see 


INEXPENSIVE DISPLAY SET UP IN TEN MINUTES 


The Hoover Company is iendion 1,000 of these Colordex displays, 
produced by Creative Displays, Ine.. Chicago, to better dealers in 


smaller communities to whom it is 


not practical to route more expen- 


sive itinerant displays. It can be set up by the dealer in ten minutes. 


BAUER & BLACK 
SALESMEN 0. K. 
‘GADGET’ SALES 


Chicago, Dec. 20.—Display units 
generally known in the retail drug 
trade as “gadgets,” are an indis- 


pensable part of merchandising plans, 
it was indicated at the sales conven- 
tion of Bauer & Black in Chicago this 
week, Charts were presented to 
show that the number of display 
units sold in each section provided 
an accurate index to the company’s 
total volume in that line in that ter- 
ritory. 

This analysis of 
play units was required, it was ex- 
plained, in view of the charge that 
drug trade merchandising has_ re- 
itself into a competition to 
which manufacturer can give 
away the most valuable fixture with 
the least amount of merchandise. 

The “gadget” situation was intro- 
duced in the form of a dialogue be- 
tween Arthur Tatham, advertising 
manager, and H. B. Crow, sales man- 
ger, Mr. Crow questioning their 
value and Mr. Tatham’ showing 
charts to reveal their significance. 

The Pacific instance, was 


the value of dis- 


coast, for 


shown to have done an outstanding 
job on the sale of display units for 
Handi-Tape, one of the Bauer & 
Black lines. Its placement of these 
units was about 25 per cent above 
the national average and its sales 
for the vear were still higher above 


the average. 


Has Two Missions 


This situation held true all along 
the line, in spite of the fact that the 
amount of merchandise sold with 
gadgets is only about 15 per 
the total volume. 

Mr. Tatham said the “gadget” has 
two chief missions: to sell goods and 
educate the dealer on display.  Un- 
til every dealer becomes an expert 
in this phase of merchandising, the 
unit which makes display almost au- 
tomatic will have a definite place in 
the picture, he believes. 


He conceded that an intelligent 
dealer can create a more attractive 
and powerful display than any pro 


vided by the manufacturer, who must 
perforce build a unit that will fit any 
und every type of drug 
Mr. Crow summarized the case for 
display units by asserting that they 
overcome the natural inertia of deal- 
ers, 
The 
illustrated by 
ofa 
has 
but 


store. 


power of display again 
the company’s report 
big year on Handi-Tape, which 
been advertised very sketchily, 
which intrigued salesmen so 
much that many wore a piece around 
a finger at all times. When drug- 
gists inquired sympathetically about 
the injured hand, the salesmen were 
given an opportunity which they 
seized with great gusto. 

One salesman 


Was 


was so enthusiastic 


| biggest 


cent of | 


that he wore his strip of Handi-T 
nose and he became 
sales producer in the 
and Black fold. 

The sales convention divided into 
districts at the conclusion of each 
day to digest the lessons of that day. 


F: vamhed Mail 
Volume Rises 


to New Peak 


ape 
the 
Bauer 


across his 


Washington, D. C., Dec. 20.—The 
volume of mail matter carried free 
of postage is shattering all records 
this year, ADVERTISING AcE is in- 
formed. Whether the larger volume 
of this has caused congestion 
and delays which have been inimical 
to efficient mail service, postal offi- 
cials would not venture an opinion. 

It is estimated that government 
material which would require post- 
age of 28 to 32 million 
| have been handled during the year. 
{This is higher than at any other 
/period, including war-time vears. 

Twenty-eight millions for “tranked” 
mail was deducted by Postmaster 
General James A. Farley in reaching 
the estimated “surplus” of 12 million 
dollars which he reported to the 
White House recently. 

Huge quantities of correspondence, 
circulars, leaflets and copies of regu- 
lations from emergency 


class 


the so-called “franked mail matter” 
to vast proportions, it was learned. 
This heavy flow of emergency mat- 
jter has continued steadily through 
‘the last eight months and is expected 
to show no let-up for some time to 
come. The Federal Housing Admin- 
istration alone, since its establish- 
ment in August, has franked more 
than 30 million pieces of mail deal- 
ing with home repairs and moderni- 
zation. Now it is engaged in prepar- 
ing tons of material on its mortgage 
insurance and refinancing program. 


dollars will | 


divisions of | 
the federal government have swelled | 


In addition to government depart: 


is extended 
Congressmen, 
weeklies 


ments, free mail service 
to all Senators, 
blind, to country 
their 
ternal, philanthropic, and other non- 
commercial magazines and papers. 


World Importers, Inc., 
Appoints M. E. Harlan 


World Importers, Inc., San Fran- | 
cisco, has appointed M. E. Harlan 
Advertising Agency of that city to 
direct advertising tor Fox Hollow 
Whisky, a product of the British 


Columbia Distilleries, for whose prod- 
ucts the new importing company 
plans an extensive campaign. 

A statewide outdoor campaign is 


under way in California and a news- 
paper drive is about to start through- 
out the West. 


Beth Love to. Agency 


seth Love, recently associated with 


the copy departments of The Hub 
and Hochschild, Kohn & Co., Balti- 
more department stores, has joined 


the staff of the Henry J. Kaufman 
agency in Washington, D. C, 


. 


the | 
within | 
own counties and scores of fra- 


EDITORIAL COPY 


' 


17 
same format and appear on Satur- 
| days in the same position. 


FOR HAT CHAIN 


Chicago Admen 
Have Big Party 


Chicago, Dex 20.—The annual 


|Christmas party of the Chicago Fed- 


| celebrations 


| 
| 
| 


New York, Dec. 20.—The first of 
a series of advertisements baited 
with pure and high-grade reading 
matter was released by Hirshon- 
Garfield, Ine., for Kaufman Hat 
Stores, large retail chain with out- 
lets in metropolitan New York and 
New Jersey suburbs, in the Dee. 15 
issue of the New York American. 

The advertisement, one column 
wide and 17 inches in depth, was | 
headed, “The Saturday Almanac | 
for Men,” and appeared on_ the 
sports page. From top to bottom 
the copy included four’ editorial 
items, occupying 12 inches, and an 
advertising item, which filled five 
inches. All items were captioned 


and illustrated 
tions being amusing 

The first item, 
of the Week,” 


alike, the illustra- 
cartoons. 
captioned, “Poem 


read as follows: 
“A girl I like 
“Is Sophie Glump 
“She kisses like 
“A suction pump!” 
The recipe for 
cocktail 
brows 


the Earbender, “a 
guaranteed to lift eye- 
pop buttons off the vest and 


wreck apartments,” was the next) 
item, followed by “Show of the 
Week” and “Dish of the Week.” 


The advertising item was captioned, 
“Hat of the Week,” and described 
one popular model of the company's 
line. 

The quality of the reading content 
may be judged by the fact that the 
author and account executive is Sid- 
ney Garfield, who writes the “Man 
of Manhattan” column for the New 
York American, 

If the response to the first adver- 
tisement is a criterion, the series 
is slated for a long run in several 
newspapers. <A flood of complimen- 
tary letters has been received and 
store managers advised that the 


copy outpulled a sale advertisement 
several times the space. 
will 


occupying 


Future insertions follow the 


| 


| 


erated Advertising Club, held today 
at the Hotel Stevens, was the lare 
est and most successful since the 


were initiated in 1922 
More than 1,700 were in attendance, 
crowding the grand ballroom of the 
hotel to capacity. 


Many of the leading radio and 
stage stars appearing in Chicago 
were on the program Madame 


Schumann-Heink made a short talk, 
but disappointed the crowd by 
not singing “Stille Nacht, Heilige 
Nacht,” explaining that this is pro- 
hibited by her radio contract. Ted 
Weems and his’ orchestra, Old 
Heidelberg Octette, Roy Cropper, 
Tommy Martin, the McNallie Sisters, 
Ambrose Wyrick and many others 
were in the show. Warren Brown, 
of the Chicago Herald and Examiner, 
was master of ceremonies. 
Mercedes Hurst, Commonwealth 
‘dison Company, was general chair- 
man of the party, the proceeds of 
which will be divided between the 
Off the Street Club and the employ- 
ment service of the advertising club 


Makes Correction 


In a test study of consumers’ at- 
titudes toward advertising, informa- 
tiveness received much higher rating 
by consumers than trustworthiness, 
states Pauline Arnold, vice-president 
of the Market Research Corporation 
of America, New York. The Dec. & 
issue of ADVERTISING AGrE incorrectly 
stated that trustworthiness in adver- 
tising ree vives the higher rating. 


Name C hurchill-Hall 


Columbia Refining Company, New 
York, has appointed Churchill-Hall, 
Inc., New York, for Silver Sentry, a 
new product to prevent silver from 
tarnishing. Trade papers are being 
used at present and the campaign 
will be extended to consumer me- 
diums early in 1935. 


| 
| 
} 
| 
| 
| 


100 Ibs. higher 


milk. 


According to the U. S. 
received by New 
55% of the total f 
income from one or 
therefore, 
New 


York State 
farm income. 
more 


York Milk Shed. 
You can reach two out of 
through the columns of the 
only 50c¢ a line. 


Manager 


MEN'S 


Ask our Business 


Department of 
dairymen 
Most d: ury 
cash 
receive about two-thirds of the 


three of 
Dairymen's League 


He’s Looking on 
the Brighter Side 


The New York dairyman finds cheertul 
news in his farmer-owned paper 
Dairymen’s League News. 


Milk Prices 
Show Gain 


The price for milk in November 
per 100 Ibs. higher than in October, and 10c per 
than in 
big advance but encouraging. 


New York State Advertises Milk 


An extensive advertising campaign, 
| State of New York, is educating the public to drink more 


‘The 


1934, was 20c¢ 


1933. Not a 


November, 


financed by the 


Dairymen Receive % of 
Total Farm Income 


Agriculture, the cash 
averages approximately 

farmers have additional 
Market milk producers, 
total farm income in the 


crops. 


these substantial dairymen 


News at a cost of 


for further facts and figures 


e 
NEW YORK 
11 W. 42nd St. 
KR. L. Culver, Bus. Mgr 
PEnn. 6-4760 
* 


CHICAGO 
10 So. LaSalle St 
J. A. Meyer 
Franklin 1429 
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December 22, 1934 


‘ATLANTIC’ GET 
1 TO SPONSO 


UNIQUE SERIES 


Boston Vass., Dec “0 


January issue the Atlantic Monthly 
will inaugurate a unique new advel! 
tising series in which eleven impor 


tunt American industrial organiza 


tions will tell their stories in both 
editorial and conventional advertis 
ing stvle to the magazine's readers. 


The plar 
20) pages of 


involves the purchase of 
space in 1935 issues of 
Vonthly by each of the 
involved 12 


the Atlantic 


companies pages ol 


which will appear, one each month, | 


“us conventional udvertising pages, 


while the remaining eight will con- | 


sist of an article by 
well known Atlantic 
ing the company’s organization, busi- 
ness and problems, and explaining 
its aims and objectives 


Arthur Pound, 
writer, pictur 


The series of articles and adver- 
tisements will be segregated 
month in u special 20-page 
the first page of 


section, 
which will explain 


. . | 
the idea behind the section, and list | 


the names of the eleven companies 
which are sponsoring it Immedi 
ately following this page will be 
the eight-page article, in usual Af 
lantic Monthly editorial style, after 
which will appear the 
advertisements of the 
companies. A note on the “title 
page” of the section identifies the 
article as advertising material, and 
one article of approximately 5,000 
words will be devoted to each of the 
firms cooperating in the advertising. 

The eleven conventional-type = ad- 
vertisements which 
ticle will be rotated each month, so 


eleven-page 
sponsoring 


that each sponsor will receive iden- | . : 
;}counting for 76,496 lines, or 51.2 per | 


tical position treatment. 
Cooperating Organizations 


Those organizations to be featured 
in the series are General Motors Cor- 
poration; United States Steel Cor- 
poration; General Electric Company; 
Libbey-Owens-Ford 
Continental Can Company; 
Dairy Products Corporation; Good- 
year Tire & Rubber Company; Johns- 
Manville, Inec.; Standard Oil Com- 
pany of New Jersey; General Mills, 
Inc.; and the Norton Company. 

Mr. Pound’s articles on each of 
these companies are presented as a 
series of papers from his forthcom- 
ing book, “Industrial America: Its 
Way of Work and Thought,” which 
is scheduled for publication in 1935. 
The book, containing the articles 
which will appear in the magazine, 
will carry the imprint of the Atlan- 
tic Monthly and will sell for $2.50. 

Copies of the book will be supplied 
to 11,000 standard libraries, and each 
cooperating company will also be fur- 
nished with 300 copies. 

The cost to each sponsoring com- 


AY SCHOOLS 


ADVERTISING & COPY 


LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


TRAINED 
ADVERTISING 
WOMEN 


3 The Women's Advertising Club 


mmittee ha yvailable for ime- 
ste employment a number o 


hly trained in Ivertisir e We 

’ xperiencead « i Na pub ty writ 
r if st le yyOU artist fir + mail 
pecialist tinuity writer pace buy 
f office manag ind retarie: afl 
Ai -deferences ond fecerds of 

TY ment bd Wri a } your 

1 | 1 a trained 


MARGARET A. SCHMITT 
333 N. Michigan Avenue, Chicago 
State 8942 


With its | 


follow the ar- | 


Glass Company; | 
National | 


COMMERCIAL ART! 


NEW YORK CITY TAX PRODUCES COPY 


MOUNT VERNON DOESN'T TAX 
- 2m, 


| 


| 


IT IS ECONOMICAL TO SHOP IN MOUNT VERNON 


| 


NEWS FLAMI 


Santa Claus Shot In New York City 


Soles Jax 


Le es ae Le tee Te ee 


How Stanford and Mount Vernon merchants took advantage of New 


York City's recently enacted sales tax to stress the advantages of 


| pany is $10,000, of which $8,400 rep- 
resents the cost of 20 pages, the re- 
jmaining going to defray part of the 
fhook cost and other expenses 


each | 


Promotional 
Activity Up 
In November 


Chicago, Dec. 20.—-Promotional ad- 
vertising in the advertising field in 
November set a high mark for the 
year, a tabulation of lineage of the 
six general advertising publications, 
released today, reveals. The total 
was 244,762 lines, an increase of 9,600 
lines as compared with June, the best 
j} previous month, and a gain of 17,500 
lines compared with October. 

| Newspapers again led the way in 
‘volume of promotional activity, ac- 


cent of the total. Magazines 


second, with 63,280 lines, 25.8 per 
‘cent of the total advertising run. 


| Both groups showed substantial in- 
creases as compared with the preced- 
/ing month. 

Other Classifications accounted for 
the following lineage: business pub- 
lications, 33,376 lines; advertising 
production, 11,228; radio, 9,590; ad- 


/vertising agencies, 9,380; farm pa- 
| pers, 8,890; paper, 8,260; signs and 


displays, 2,436; outdoor, 2,072. 
The publications on whose figures 
the analysis is based are as follows: 
Lines 
idvertising Age (w.). . 95,214 
Advertising & Selling (b.w.).. 45.360 
Printers’ Ink Monthly 11,046 
Printers’ Ink (w.). F 53,942 
Sales Management (b.w.). 21,084 
Tide ¢m.) 18,116 


Cincinnati Club Will 
Hear Sales Symposium 


|; A symposium on successful selling 
| has been arranged for its meeting 
| Dec. 28 by the Saies Executives 
| Council of the Cincinnati Chamber 
| 


of Commerce. 

Among the speakers will be Victor 
| lL. Abbey, sales manager, specialties 
division, Valvoline Oil Company; 
| Harold Haerr, sales manager, Gruen 
| Watch Company; J. E. Rudolph, 
| president, McKesson Vogeler Drug 
| Company ; George Rups, sales pro- 
{ motion manager, American Laundry 
| Machinery Company; and Jerome 
{| Sturm, vice-president, Diem & Wing 
| Paper Company. 
| 


. 
Agency vs. Schlitz 
. 
Suit Is Dismissed 
Judge John C. Kleckze has dismissed 
the suit of Freeze-Vogel-Crawford, 
Inc., Milwaukee, against the Joseph 
Schlitz Brewing Company, over al- 
leged breach of contract. Attorneys 
declared a settlement was reached. 
The agency, claiming that it had 
an agreement to handle beer adver- 
tising for the company, asked for 
either $60,000 for the alleged loss 
|of the contract, or $22,237 for serv- 
ices it asserted had already been 
performed. The brewing company 
denied there had been a contract. 


Remington Appointed 

| The Forging & Casting Corpora- 
tion, Ferndale, Mich., has placed its 
|advertising account with Wm. B. 
| Remington, Inec., Springfield, Mass. 
Business publications will be used 


| 


ling of the 


buying at home. 


Order Blank Is 
Pivot in State 
Occupation Tax 


Dec, 20.—As the result 
of a hearing here Monday morning, 
the Illinois Department of Finance 
will shortly issue an interpretation 
of the so-called retailers’ occupation 
tax, stating whether advertising 
agencies must pay two per cent on 
plates. If any change is made in 
the application of the law, 25 agen- 
which have been paying the 
tax since July 1, 1933, will be en- 
titled to refunds. 

If the decision is adverse’ to 
agencies, it is expected that a test 
case will be arranged, giving the 


Chicago, 


cies 


courts a chance to pass on the rul- | 


Department of Finance. 


The hearing, at which a dozen 
ladvertising agencies were repre- 


were | 


sented, was held by Niel H. Jacobi 
of the state department of finance. 


Mr. Jacobi explained that the only | 


point involved under the law is 


whether, when an agency buys en- | 
|gravings and other plates, there is | 
a transfer of tangible goods to the | 


consumer for a consideration. 


Most of the agency men testified | 


that they act merely as agents for 
their clients in the purchase’ of 
plates. Mr. Jacobi 
tached great importance to the 


question of whether agency 


apparently at- | 


order | 


blanks give the name of the client | 


for whom plates are made, or 
whether they merely carry the name 
of the agency. 

Some of the agencies agreed to 
submit their standard order forms, 
which state that the agency is act- 
ing on behalf of a= client 
name is typed in. 


Nominate B. E. Newman 


whose | 


| 


to Head Chicago Club 


. 
B. Ek 


Newman, of the Curtis Pub-| 


lishing Company, has been nominated | 


for president of the Agate Club of 
Chicago, by the club’s nominating 
committee. 
be held Dee. 28. 

Others on the committee's 
for 1935 officers are: Vice-president, 
H. l.. Behlke, Better Homes & 
dens; treasurer, C. S. Ensinger, The 
New Yorker; secretary, Ernest Love- 
joy, Sales Management; assistant sec- 
retary, M. M. Mudge, Photoplay. 


ticket | 


Election of officers will ; 


Gar. | 


New Duties for H. E. Smith 


Herbert E. Smith, general manager 
of the mechanical rubber goods divi- 
sion of the United States Rubber 
Company, will become general man- 
ager of the general products divi- 
sion, Which includes bathing apparel, 
golf balls, druggists’ goods, special- 
ties, and soles and heels. The new 
position will be in addition to his 
present duties. 


Gophers Celebrate 
A Christmas Party Jamboree was 
held by the Advertising Club of 
Minneapolis Wednesday at the Curtis 
Hotel. Headliners from the High 
Hat Nite club furnished entertain- 
ment 


With “Business Week” 


Louis Engel has resigned as man- 
aging editor of Advertising and Sell- 
ing to join the editorial staff of 
Business Week, New York. 


etting Personal 


Life has taken on fresh zest for certain eligible women in adver 
tising now they know that Allen Zoll is bemoaning the fate which 
robs him of a home of his own to warm. The truth slipped out when 
he invited friends to the opening of the New York office of MacDonald 
Bros., Inc., the firm with which he recently became associated. 


Jim Hamar (McCann-Erickson) is waiting for a good snow fal! 
to try out a new pair of skis guaranteed to keep the wearer upright 
at all times. Jim broke his ankle while skiing last year and is now 
selecting gliding gear with the greatest care. 

Stacy Page, BBDO v.p., sailed last Friday on the George Wash 
ington to attend a family reunion in London over the holidays. 
Love has called to Betty Fayre, of Garden City, and Everett Hoyt, 
secretary of Charles W. Hoyt Company Their 
announced Saturday. 


engagement was 


Charlie McCracken finds detective stories a perfect antidote fo; 
the heavy diet of facts he must digest daily as space buyer fo 
Rose-Martin. He is thinking of suggesting to publishers that they 
supply a snappy mystery yarn as a chaser for presentations. 

Homer Fickett (BBDO) is the author of one of the side-splitting 
sketches in Lew Brown’s big stage success, “Calling All Stars”. 

Ed Jacobi (McC-E) has put his sloop in mothballs for the 
and taken to riding to hounds with Squadron A. 


The ranks of suburban householders who charge through th: 
Grand Central station late in the afternoon now includes two draftees 
trom Paris & Peart. Blount Slade has moved to Rye and Jack Bissell! 
is domiciled at Stamford. 


winte 


Snapshots of the Christmas party of the Chicago Federated Ad 
vertising Club: Peggy Chase taking a bow for her great work in 
selling out the grand ballroom of the Stevens. Virg Angerman 
proving that the drawing for the door prizes was on the level by 
turning the barrel a few extra times “Babe” Meigs springing a 
surprise with a special Christmas party edition of the Chicago Evening 
imerican. Paul Aldrich smiling over the prospect of a fund to 
aid advertising’s unemployed. Frank McClure introducing Madame 
Schumann-Heink and her brand-new $16 hat. Mort Berkowitz 
stealing a little time to look in on Chicago’s biggest advertising 
party. Dorothea Pfister (that isn’t her name—she’s married now) 
tinding out that she is still the most popular ex-secretary of any 
advertising club. Richard J. Thain getting a big hand as the new 
club president for 1935. A. J. Fehrenbach admitting that he’s 
getting some good publicity for the American Farm Bureau. 

D. J. Hansen accepting congratulations on the work of his team in 
the big membership drive. Everybody wishing he could pull ciga- 
rettes out of the air as easily as Tommy Martin. 

W. R. Ahern, associate editor of Coast Shoe Reporter, San Fran- 
cisco, is the third generation of that family associated with the 
publication. 


Donald B. Laurie, of Quaker Oats, got the inspiration for the 
successtul Aunt Jemima-Claudette Colbert tie-up while viewing a 
trailer announcing “Imitation of Life” in an Indianapolis moving 
picture theater. E. D. Gibbs, of the National Cash Register Com- 
pany, spoke December $8 at Dana College, Newark, N. J., under the 
auspices of the local advertising club. 

Charlie Stuart, new advertising manager of Jim Brown’s Editor and 
Publisher, used to work for Jim years ago on the Louisville Herald. . 
Harvey Young, of the Columbus Dispatch, will take off for Miami soon 
as he has been bothered a bit of late by arthritis. 

Frank Black, Sr., recently retired publicity director of 
department store, Boston, and V. Edward Borges, of the 
Edwards Company, Boston, sailed last week on a trip around the 
world. Edward C. Donnelly, Boston outdoor advertising man, has 
been made military aide to Governor-elect James M. Curley. 

Mrs. Claude S. Hartwell, wife of the Richardson, Alley & Rich- 
ards account executive, is chairman of the women’s committee for 
the annual Christmas work of Crosscup-Pishon post of the American 
Legion, the Boston advertising men’s post. Needy veterans’ families 
benefit from this activity. 


Filene’s 
Vincent 


Col. L. W. Herron, advertising manager of the Washington Star, 
and president of Major Market Newspapers, is getting over the results 
of an accident in which he and his brand-new Buick were involved. . 
Waldo L. Cook, editor of the Springfield Republican, was honored by 
Zeta Psi fraternity recently on the fiftieth anniversary of his initia- 
tion at Tufts College. 

Miss L. A. Thelen, business manager of Automobile Digest, left 
Cincinnati last Friday for New York, which is not unusual, except 
that she is going via Mexico City. 

Frank E. Gannett, publisher of Gannett Newspapers, was aboard 
the Europa when the German liner rescued 16 seamen from a sinking 
freighter Dec. 18, and wrote a thrilling eye-witness varn for the 
Associated Press. 

Joe Ambrose, of the New York staff of the St. Louis Post-Dispatch, 
gave Chicago’s Boul Mich a work-out over the week-end. L. R. An- 
derson, of the Buchen Company, Chicago ageney, is another candi- 
date for advertising’s mythical six-foot club, towering well 
that mark. 

The exclusive Circulation Round Table of Chicago —- which 
actually meets at a round table-—was visited by Santa Claus Dec. 15, 
every member bringing a gift to the owner of a name drawn from a 
hat at a previous meeting. Bob Clark received a replica in miniature 
ot the Time-Fortune building at the World’s Fair at the hands of 
John Sweet, Traffic World. O.C. Harn, of the A. B. C., played godfather 
to Andy Gould, of Child Life, with a handsome volume of “Child’s 
Life,’ which Orlando issued for the occasion. 


above 


R. H. (Pal) Palenske won praise from art experts with the dog 
etching recently reproduced in this weekly. The R. & R. art director 
however, was even more flattered by a letter from a Boston dog 
breeder confirming the suspicion that the etching really looked like 
a wire-haired terrier. 

John Breunig, of 
tickets for the art 
Ben Bernie is right 


Needham, Louis & Brorby, who is peddling 
directors’ dinner and everything Dec. 28, says 
the lasta will be the besta. 

The office of Al Smart, of Esquire, is so close to Lake Michigan 
that he is considering trying a cast or two from the window when 
the fishing season reopens. .. Frank McClure, of Carroll Dean Murphy, 
was introduced as the proud papa of the Chicago Federated Adver 
tising Club at the meeting of Chicago agencies the other day. He 
blushingly responded. 
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December 22, 1934 


dvertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


during 1934 has recorded not 
only the largest advertising 


volume it has ever carried, but 
the largest gain it has made 
over any preceding year. The 
increase in 1934 as compared 
with 1933 is approximately 

40 per cent 


MEMBER A. B. C. 
MEMBER A. B. P. : 
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“Billboard” to Observe 
40th Birthday Dec. 29 


On the 40th anniversary of its 
founding, The Billboard, Cincinnati, 
amusement weekly, will issue a spe- 


cial number of 324 pages. Dated De- 


cember 29, the issue will be the 
largest in number of pages and cir- 
culation ever put out by an amuse- 


ment publication, according to R. 8S. 
Littleford, publisher 

The Billboard, known as “Billyboy” 
to the profession, was founded by the 
late W. H. Donaldson. It now has 
a six-story plant in Cincinnati and 
branches in eight cities in the United 
States. 


T. W. Waldron Retires 

After 23 years as editor and direc- 
tor of the Trenton, N. J., Times 
Newspapers, Thomas F. Waldron re- 


tired Dec. 14. Mr. Waldron was Sun- 
day editor of the Times and later 
managing editor. He had been em- 


ployed for many years by the Tren- 
ton Sunday Advertiser, later acquired 
by the Times. For several years Mr. 
Waldron has been executive editor 
of the Times Newspapers. 


NEW 
CATALOGUE OF $10 
STOCK PICTURES 


Contains over 1000 subjects, cov- 
ered by model releases and avail- 
able at once. Send $5 for catalogue. 
We refund with first picture order. 


Catalogue also available on 10 


days’ approval. 


UNDERWOOD 
AND UNDERWOOD 


NEW YORK + CHICAGO * DETROIT 


JOHNSON RADIO 
PROGRAM CULLS 
BEST PROSPECTS 


| 


Sales Records Prove Show's 


Drawing Power 


(Picture on Page 23) 


Chicago, Dec. 20-—-A_ radio pro- 
|gram which seems to have the pe- 
culiar ability of segregating as its 
listening audience precisely the type 
of person who is the best prospect 
for its products is given much of 
the credit for the large sales in- 
creases which S. C. Johnson & Son, 
Inc., has enjoyed during the latter 
half of 1924. 

| The Johnson company has been 


jin business for about 50 years, and 
ithe company’s Wax products have 
| been advertised nationally for 40 of 
| those years, but no single advertis- 
ling effort in the company’s history 


has yielded as detinite and direct 
sales returns as “The House by the 
Side of the Road” program, featur- 


| ing Tony Wons, which the company 
on the air last August, John J. 
| Louis, of Needham, Louis & Brorby, 
}Ine., Chicago agency which handles 
the told ADVERTISING AGE. 
Jolinson’s consistent advertising 
in numerous types of mediums dur- 
ing its long history has undoubted- 
lv been of great value, and the com- 
pany enjoyed a consistent 
growth, but never before has _ it 
| been possible to say with such a de- 
certainty that a particular 
kind of advertising has been respons- 


account, 


has 


gree of 


|ible tor definite sales increases, Mr. 
| Louis declared. 

“Tony Wons had been on the air 
for Johnson's wax for a_ year, 


| occupying a morning spot, until last 
August, when we moved him to the 
5:30 to 6 p. m. Sunday spot on the 
national NBC red network and built 
a big show around him,” Mr. Louis 


Use the 


year. 


Company 
ee i 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


$1 a vear—Fifty-two issues! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 


coupon! 


eee oe eae eee ee ee ne ee 


| 
| the 


|} Case 


explained. 


“Since then a number of 


ONE-PIECE RAZOR 


very definite indications of the pro-| 


gram’s pulling power have developed. 


175,000 Calendar Requests 


“For example, on the Nov. 25 
gram, and again on the Dec. 2 pro- 


gram we offered a ‘House by the Side 
of the Road’ calendar to listeners 
who would write in for one before 
Dec. 8 Thus far we have had more 
than 175,000 requests for the cal- 
endar, and it 
clusion that late arrivals 
total to 200,000.” 

Mr. 
for 


requests. 


will swell 
the 
calendar 
figures, 


does not rest 
on 


sales 


Louis 
the program 
Johnson's 


But 


ithe tinal answer to the results ques- 


}with O. S 


tion, are his strongest argument. 
Sales of Johnson Wax products 
increased eight per cent in August, 


compared with the same month last 
vear, he revealed; in September the 


increase was 10.5 per cent, and in 
October 16.5 per cent. In Novem- 
ber the company’s books showed 
sales aggregating almost 28 per 


cent more than in the previous No- 
vember, while for the first 16 days 
of December the latest period for 
which complete are avail- 
able—-the soared to 
about 47 per cent. 
These increases 
tributed in large 
fact that “The House 
of the Road” program 
culiar ability to gain 
listeners that group 
be termed preferred 
Johnson products. 


Difficult to Define 


“It is difficult to 
What I mean,” Mr. Louis said, “but 
it is perfectly apparent to us that 
Tony Wons’ homely philosophy and 
the program we have built around 
him has succeeded in developing an 
audience composed almost entirely 
ot what we might call, for want of 
a better term, homemakers. The 
script music, poetry and sincere phil- 
osophy appeal strongly 
lar group of listeners, and that 
group includes those whom we must 
reach to sell Johnson products.” 

The fact that commercials on the 
program are always woven into the 
continuity in dramatized form, and 
never cause an awkward break in the 
program itself is an important 
factor, Mr. Louis believes. The radio 
effort is not a single product promo- 
tion, but is designed to sell the whole 
family of Johnson products, includ- 
ing waxes for home use, auto wax 
and polish, and Glo-Coat. 


figures 
increase had 

at- 
the 
Side 
pe- 
as 


Mr. Louis 
measure to 
by the 
has the 
and hold 
which 


prospects for 


detine precisely 


also 


So well pleased is the company | 
with its 1934 advertising effort, 
Mr. Louis declared, that its 1935 
appropriation will probably be the 


largest in the company’s history. 
While the radio program will con- 
tinue to dominate the Johnson ad- 
vertising scene in 1935, other me- 
diums will be used, as in the past. 


About 50 per cent of the 1935 
appropriation is slated for radio, 
with the remainder going into na- 
tional magazines and other me- 
diums. Animated painted displays 
in eight major cities will be added 
to the promotional family during 


1935, and full pages in color gravure 
in a limited number of newspapers 
are also planned. 


H. R. Harper Dies 


Horatio Root 
John 
Harper's, printers, the firm which 
subsequently became Harper and 
Brothers, publishers of Harpers Mag- 
azine, died Sunday at his home in 
Salem, Mass., after an illness of sev- 
eral months. He was associated with 
Harper and Brothers for many years. 


Harper, grandson of 


Cyclops Names Tyson 

The  Cyelops Steel 
Titusville, Pa., will use business 
papers and direct mail in advertising 
a new molybdenum-content cutting- 
steel. The account has been placed 
Tyson & Co., Inc., New 


| York. 


Hoffacker Elected 


Theodore Hoffacker, chairman. of 


the board of directors of the Har- 
vard Brewing Company, Lowell, 
Mass., was elected president of the 


company at the annual directors’ 
meeting. He will continue to act as 
board chairman. 


pro- | 


seems a foregone con- | 


to a particu. | 


Harper, a founder of J. O. J.! 


> NEW/ 


. THE GILLETTE ARISTOCRAT 
ONE-PIECE RAZOR 


& fe loaae parts all ane pioce change blades a three seeds 
© Gonnpnennn 00 oe anaes 


ARISTOCRAT | 22 es | 


one eprece 


_ Newspaper copy on the new Gil- 
_lette Aristocrat, one-piece razor, 
which appeared this week. 


IT WANTS LAW T0 


STAMP OUT FAKES 


might | 


( ol, 3) 


(Continued from Page 1, 
| statute as far as it goes, the asso- 


‘ciation contends that revision is | 
vital to take care of old and new | 
| evils. 

“Last vear, instead of offering |} 


amendments to the 


| effect the needed 
stead of a new Dill to meet 
same purposes,” the association 
serts, “the food and drug adminis- 
[tration proposed a 


|S. 1944 and generally known as the 


in- 
the 
as- 


changes, or 


existing law to | 


bill, identified as | 


|‘Tugwell bill, to repeal the existing | 


law, change the theory underlying 
|it, and set up a new, intricate and 
involved law containing extreme 


| Cresmer, 
| Cresmer, 


DRUG GROUP SAYS 


and impracticable provisions which | 


; would have vested in the adminis- 
|tration sweeping and inadequately 
supervised legislative, executive and 
| judicial powers. 

| “Briefly stated, the 
|that measure was that it was a 
|skeletonized bill defining in general, 
broad terms spheres of authority 
and then empowering the 


own making, to round out, 
effective detail, create (1) 
lative provisions: (2) the 
powers, and then execute them; 
and (3) the judicial functions, and 
then exercise them.” 

The Proprietary Association 
other interests had no 
but to oppose the bill 


and in 


and 
alternative 
vigorously, 


the statement asserts, a position it | 
the | 


when 
that bill is 


feels will be appreciated 
“extreme nature” of 
recognized. 

“That 


criticism of 


enforce- | 
ment officer, by regulations of his | 


the legis- 
executive | 


Was unfortunate, and apol- 


ogies, if any, would more appropri- | 


ately come from those who proposed 
than from those who opposed,” the 


association adds. 
In the future, however, the asso- 
ciation is ready and willing to co- 


operate with the food and drug ad- 


ninistration and others in the trade | 


end 
ror 


industry to 
adequate control of 
traffic in drugs, 
| metics. 

“It must reserve, of course,” it is 
pointed out, “the right to express 
|freely and: frankly its views on any 
jand all proposals. But, with the 
declared purpose to bring the pres- 
| ent law present needs, 
j}and with many of the provisions 
| suger sted for accomplishing that, 
iit is in definite accord. 


legislation 
interstate 
and 


sponsor 


foods, COs- 


abreast of 


Company, | 


Revise Existing Law 


“This can be done without 


fol- | 


lowing the form or principle of the | 


bill.’ It can be 
the existing 
mean 


means 


‘Tugwell 
revising 

not 
ment It 


done by 
law. That 
piece-meal amend- 
revision. It 
retaining that part of the existing 
law that is effective in present cir- 
cumstances and replacing that 
that is defective with 
for adequate regulation. 

means stating the 
objects in definite. 


does 


necessary 
ad 


and simple 


means 


part | 
provisions | 


| 
| 


| 


offenses | 
lan- | 


on the 
the 


guage without, 
circumscribing 
procedure or, on 
structing the free access of indus. 
try to the courts. Legislation o| 
that kind will be effective and fair, 
and in the long run that is the only 
kind of legislation that will 
the public interest. The Proprietary 
Association will endorse and 
legislation of that sort.” 


one hand 
administratiy: 
the other, ol 


serve 


Wo?! 


for 


Fitzgerald Again 
Heads Representatives 
John T. Fitzgerald, Reynolds-Fit 
gerald, Inc., was re-elected preside: 
of the Newspaper Representatives 
Association of Chicago Dec. 10. Th: 
regular ticket, which Mr. Fitzgeral; 
headed, had no opposition. Othe) 
were elected as follows: 
Vice-president, John E. Lutz; secr: 


tary, Walter E. Doney, Texas Dai! 
Press League; treasurer, H. | 
Scheerer, Scheerer, Inc.; directo 


Joseph A. McOwen, George A. Mi 
Devitt Company, two years; W. ° 
Williams, Lawrence 4 
one year; Sylvester Blis 


| John Budd Company, one year. 


“IN CONFERENCE" WITH 6000 AUTOMOTIV- 
ENGINEERS, EXECUTIVES 


Published by the 


Society of Automotive 
Incorporated 


Engineers 


29 West 29th St.. New York 


ATMOSPHERE 


COMFORT 
in CHICAGO 


Ali Chicago offers you 
nofiner address than the 
Auditortum Hotel on beau- 
tiful Michigan Avenue 
just a few steps from 
the Every fine 
hote! service and luxury 
at surprisingly lowcost 


[he 


AupIroRIUM 
HOTEL 


WITH PRIVATE BATH 


Frome D 50 


WITHOUT PRIVATE 
BATH reomg50 
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REPORT CANADA'S. 
GRADE LABELING 
SYSTEM IMPOTENT 


National Ganners Group Dis- 
closes Findings 


Washington, D. C., Dec. 20.—Only 
“4 per cent of the Canadian women 
interviewed in a survey just com- 
pleted realize that there are grades 
on canned foods labels in Canada, 
the National Canners Association re- 
yveals in its latest onslaught against 
vrade labeling proposals. 

For many months the Association 
been backing a system of de- 
scriptive labeling for proper sate- 
suarding of the consumer's interest. 
new survey discloses results of 
a survey made by General Market- 
ing Counselors, New York, regard- 
ing Canada’s grading system. 

‘The National Recovery Adminis- 
tration and the Department of Agri- 
ulture, in their crusade to force 
the adoption of grade labeling upon 
American canning industry, 
have held up the Canadian grading 
system as a model that should be 
adopted in this country for the pro- 
tection of the consumer,” the 
ciation declares. 

Armin W. Riley, 
\dministrator in charge of the 
canning code, recently cited the 
Caunadian system as an example of 
legislation, and the Con- 
sumers’ Advisory Board recom- 
mended that the canning industry 
study the Canadian situation, the 
\ssociation points out. 

The study just made does not 
support the division administrator’s 
belief that the Canadian system is 
highly successful, the canners 
sroup quoting Jean F. Car- 
roll, president of General Marketing 
Counselors, as follows: 


has 


Its 


the 


asso- 


NRA _ Division 


successful 


asserts, 


Women Unconcerned 


“Even though Canadian canners 
have been required for the last 16 
vears to show government grades 
on canned foods, the system has 
uot resulted in making women fa- 
iiliar with the different grades of 
canned fruits and vegetables. We 
are sure that this is the true situa- 
tion, for we went into all classes 
of homes and spent enough time 
interviewing each woman to be sure 
we knew how much knowledge she 
had regarding grades.... 

“The survey which we have just 
completed in the provinces of On- 
tario, Quebec and Manitoba, shows 
that only one woman out of every 
four has been made conscious of 
the fact that there are grades on 
the labels of the Canadian canned 
foods that she buys, and this is 
the situation in spite of an educa- 
tional campaign that the Canadian 


sovernment has been conducting to 

‘ach women to know grades and 
'o make their purchases by grades. 
Our survey revealed the _ further 
fact that not all the women who 
know grades actually use them as 

real buying guide, for only one 
woman out of eight placed more 
emphasis on the grade than on 
brand and price. 

“The NRA Consumers’ Advisory 
hoard has made so many favorable 
comments about the Canadian grad- 
ing system that we were surprised 
io find that only 24 per cent of the 

omen knew that there were grades 
on canned foods labels. We = sent 

ir own staff members into Ottawa, 

Winnipeg, Quebec and 
and had them train local 
investigators so that no 
question the validity of 

that we were making.” 


toronto, 
‘lontreal 
Canadian 
ne could 
the survey 


Prices Vary Considerably 


As part of the study, canned 
loods were bought from Canadian 
distributors and were graded by 


Canadian commercial buyers 

“A wide variation was found be- 
ween the grades officially shown 
on the labels and the grades given 
'o the same cans when the Inbels 


“FULL OF ATMOSPHERE 


OLD-TIME 


FROLIC 


LADIES ree Gentlemen bo 
TUNE IN To-NigHT-AT 


10:30 o'clock * Eastetn Standard Time 


STATION WOR 


Join in this informal entertainment at the Virgisia Cross 


roads, Broadcast direct from Richmond, Virginia, the home of 
EDGEWORTH feesceo 


A mighty fine pipe smoke 
Two-column newspaper advertise- 
ment for Edgeworth's radio pro- 
gram, in which the nature of the 
program is indicated by the type 

and layout. 


that the commer- 
cial buyers would not know what 
official grades had been on_ the 
cans,” the association reports. 
“These gradings by Canadian 
commercial buyers showed that 
permitted by the Canadian officials, 
some cans were higher in grade 
than designated on the label. But 
they also showed that some cans 
were below the grade carried on 
the label, thus revealing a lack of 
uniformity in grading which has 
forced Canadian distributors to 
their 


were removed so 


as 


making purchases. 

“When prices charged in retail 
stores for the various grades were 
checked, a wide spread in prices 
for each grade was shown. 

“A number of officials in Wash- 
ington have had the feeling that 
under a government grade-labeling 
system most canned foods of the 


same product and grade would sell 
for about the same price, but the 
survey did not substantiate this 
belief,” the association reports. 

For example, choice tomatoes in 
No. 2% cans sold at 7% cents to 
15 cents in chain and at 
Sl. cents 13% cents in inde- 
pendent 

“The survey 
stances where ‘fancy quality’ prod- 
ucts (the highest grade) were sold 
for the same price ‘choice qual- 
ity’ products (the next highest 
grade). For quite a while, the 
Canadian officials tried to get gro- 
cers to charge entirely different 
prices for the different grades, but 
they finally gave up the efforts as 
being useless.” 


Garden Club Seeks 
to Restrict Posters 
The permit fee for poster panels 


stores, 
to 
stores, 


also revealed in- 


as 


would be increased from one cent 
to three cents per square foot, under 
a bill to be presented by the Fed- 


erated Garden Clubs of Connecticut 
to the 1935 state legislature. 


The bill also proposes to reduce 
permissible signs from 900 to 600 
square feet, increase the setback 


from 15 to 50 feet, and the distance 
from parks, playgrounds, and 
intersections substantially, and 
all movable and blinking signs 
well as signs in series. 


Death of J. F. Wright 


bar 


J. Fred Wright, 66, advertising 
manager and in charge of catalog 
work for Sargent & Co... New Haven. 


Conn., hardware manufacturers, from 
1885 until six years ago, 
New Haven home Dee. 
illness of several months. 
and one son survive. 


Arbee Is Named 


15 after an 
His widow 


Arbee Advertising Agency, Terre 
Haute, Ind., has been named _ to 
handle advertising of Hulman & 


Co., manufacturers of 
baking powder. 


Clabber Girl 


PA 


CANADA GRADE 


Washington, D. C., Dec. 20.—The 
recent report of the 
ners Association on the progress of 


grade labeling in Canada was given 


a thorough raking over the coals 
last week-end by Deputy Adminis- 
trator Armin W. Riley. in charge 


of the canning code, in a speech to 


canners in Philadelphia. 

Taking the report released by the 
canners, Mr. Riley proceeded _ to 
draw entirely different conclusions 
from its findings. Whereas the 
canners’ report insisted that the 
fact that only 25 per cent of Ca- 
nadian women were conscious of 
grade labeling proved the futility 
of the method, Mr. Riley said: 

“It is well understood in adver- 
tising circles that only a very lim- 
ited percentage of consumers can 


be made conscious of what the most 
high-powered campaign is trying to 
impress on their minds. To have 
sold the idea of grades to one 
woman in every four seems to be 
excellent results. Certainly it is 
25 more out of every 100 women 
that are informed how to buy by 
quality grade than in the United 


| States.” 


do | 
own cutting and grading when | 
| be 


| 


| 


street | 


as 


| agency, 


died at his | 


bldg. 


On 
grade 


the report’s contention that 
labeling has not prevented 
widely differing prices for the same 
grade, Mr. Riley pointed out that 
“a housewife may not know what 
the quality terms on the label mean. 


She may buy entirely by price; yet | 
if her grocer suddenly began to ask 
her the fancy price, 25 cents, for 
standard peaches for which she has 


been paying 18 cents, I 
most grade-ignorant 
highly conscious of 
happening.” 


think the| 
consumer would 
what yas 


Advertising Unharmed 


Riley detailed the results of 
the Consumers’ Advisory Board's | 
own investigation of grade label- 
ing in Canada prove that the! 
system not “freeze prices of 
competing brands to one level within 
each grade,” and does not “remove 
all incentive to pack for quality.” 
Turning to the advertising 
Mr. Riley declared: 
fear that advertising line- 
decreases when government 
grades appear on labels was an-| 
swered in the negative by the edi- 
tors of a leading canning trade jour- 
nal. In Canada the stress is still 
placed on brand names, although 
the chain stores have learned to 
place the quality grades_ in 
tions to attract consumer 
tion. 

“Ce rtainly 


Mr. 


to 


does 


pros- 
pects, 
“The 


age 


atten- 


continuance 
of business under both brands and 
grading, and by both Canadian con- 
cerns and those operated as affiliates 
of United States concerns, proves 


the placid 


to my mind that the Canadians have 
worked out a system of great value 
from the standpoint of retaining 


on an even keel while at 
the same time telling the consumers 
what is being sold to them.” 


business 


“T am not prepared to say,” he 
continued, “on the basis of the re- 
port submitted to me, that the Ca- 


nadian system is applicable entirely | 
to our own problems. But it seems | 
to me hold enough valuable sug- 
festion warrant our close study.” 


to 
to 


To Direct Horse Drive 

Herbert A. Rogers, of Carpenter- 
Rogers Company, Dallas advertising | 
will direct the second na-| 
tional advertising campaign of the | 
Horse & Mule Association of Amer- | 
ica, to encourage the use of more | 
horse and mule power on the farm. | 
Leather tanners, horse and adie | 
dealers, and saddlery and accesso- 
ries manufacturers will cooperate. 


Comer Elects Sorensen 


R. A. Sorensen has been elected 
vice-president in charge of the Chi- 
cago branch for Russell €. Comer 
Advertising Company, Kansa: City, 
with offices in the Michigan Square 


National Can- | 


| the 


| ducing 


posi- | 


|The 


| $20,000 over last year’s 
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AME is DID COPFERFIFLD 


This copy, prepared for certain 
women's magazines, tells the in- 


side production story on ‘David 
Copperfield." 


VARIED COPY IS 
USED IN M-6-M 
MAGAZINE DRIVE 


(Continued from lage 1, Col, 2) 
cations much briefer used 
and more emphasis is placed on the 
players. 

In publications whose editorial 
content presupposes a “better” type 
of reader, an old-fashioned playbill, 
giving the essential facts about the 
picture and the cast of characters, is 
basis of the advertisement. The 
Playbill is surrounded by drawings | 
of incidents from the story, done in 
the Cruikshank manner. 

Adventures of David Copperfield 
will be stressed in a continuity strip 
in boy’s magazines, illustrating the 


copy is 


sg 
| 


| ers, 


| These 
| many 


. 

Maxon, Inc., Appointed 

The factory export 
Montgomery Ward & Co. 
its advertising account with Maxon 
Inc., New York. The 1935 program 
will include local mediums in many 
foreign countries as well as a list ot 
export trade journals, according to 
Frank B. Amos, Maxon account ex 
ecutive. 


Roof Maker Names Krafft 


The B. F. 


division of 
has placed 


Nelson Mfg. Company ot 
Minneapolis, maker of Nelson Master 
Roofs, has appointed the Kraff Ad- 
vertising Agency of that city to 
handle its advertising. 


Wood Goes to Vienot 

Earl Wood, formerly with the Dis- 
patch Addressing and Mailing Com- 
pany of New York, has joined Car! 
G. Vienot, Inec., Boston direct mail 
house. 


Complete TRU E Coverage 
of the 


AUTOMATIC HEAT 
and AIR CONDITIONING field 


Tue nutomatic heat and air condition- 


ing tield has drawn to it as its selling 
force and buying influence, specialty deal- 
merchandisers of highest class, FROM 
MANY FIELDS, attracted by the great 
possibilities of automatic heat and = air 
conditioning. 

dealers may be 
mediums at high 
MATIC HEAT and 
specifically 
every 
offers 
cost, 


Get your share of business from this alert 


reached through 
cost, but AUTO- 
AIR CONDITIONING, 
designed for, and covering 
purchasing influence in the field, 
complete TRUE coverage, at low 


field by talking to the entire field, the 
interested, aggressive audience who read 
AUTOMATIC HEAT and AIR CONDI- 
| TIONING, 


AUTOMATIC HEAT and AIR CONDITIONING 


highlights of the hero’s career as a 
boy and a young man. “Fan” maga- | 


zines also receive specially 
copy. 

The cooperative campaigns include 
a tie-up with Lux, which is featuring 
Klizabeth Allan and Maureen O’Sulli- 
van, two of the principal players, in 
its advertising. Max Factor is fea- 
turing Madge Evans for his beauty 
preparations, and the Alexander Doll 
Company is manufacturing minia- 


prepared | 


tures of most of the notable char- 
acters attired in the proper cos- | 
tumes. 

Richard E. Thibaut, Inc., is intro- 


a new wall paper design com- 


posed of various characters in their | 


appropriate costumes. Four 
publishers have effected tie-ups. 
Magazines to be used include 
American Boy, American Magazine, 
Boys’ Life, Collier’s, Cosmopolitan, 
Delineator, Film Fun, Hollywood, 
Ladies’ Home Journal, Liberty, Lit- 
erary Digest, McCall’s, Modern Ro- 
mances, Modern Screen, Motion Pic- 
ture, Movie Classic, Movie Mirror, 
News-Week. Open Road for Boys, 
Photoplay, Pictorial Review, Picture 
Play, Radio Stars, Redbook, The 
Saturday Evening Post, Screen Book, 
NScreenland, Screen Play, Screen Ro- 
Shadoplay, Silver Screen, 
Tower Group, True Story, Wom- 
ans Home Companion, and Woman's 


mances, 


| World. 


Double Budget 


The Puget Sounders and British 
Columbians Associated will spend 
$40,000 in advertising in southern 
California in 1935, it was announced 


at a recent meeting of the Victoria 
jand Island Publicity Bureau, Vic- 
toria, B. C. This is an increase of 


activity. 


Murine Account to 
Neisser-Meyerhoff 


Murine Company, Chicago, has 
placed its advertising with Neisser- 
Meyerhoff, Inc., Chicago agency. 


The appointment is effective at 


| once. 


New Agency for Mohawk 

Mohawk Carpet Mills, Inc., Amster- 
dam, N. Y., has placed its account 
with the New York office of Blackett- 
Sample-Hummert, Inc. Duane Jones 
is account executive. 


book | 


1900 Prairie Avenue Chicago, Illinois 


RAPID’S CELEB. 


(As Oy Ratwell, 


SERIES! ) 


Atwell, might do us an ad. 

Roy.) 
Coppid Rappy, | mean. 
Rapid Copy, is the lace 
to pet, | mean, place to 
get, poserior suphro- 
stats, | mean, superior 
photostats ... YOU fin- 
ish it! 


PHOTOSTATS 


KAPID COPY SEKVICE 


{ Vanderbilt 3-3660 
New York} For all branches 
Cleveland: a a, 
tate 13 
Chicago } State 5980-1 


Sorry, 


. wality 
PRINTING 


“7 e¢ta 


TICONDEROGA BOOK | 
TICONDEROGA TEXT 
CHAMPLAIN BOOK 
SARATOGA BOOK 
LEXINGTON OFFSET 
ADIRONDACK COVER 


ADIRONDACK BOND 
Made by 
INTERNATIONAL | 
PAPER COMPANY | 
220 East 42nd St., New York, N. Y. 
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ADVERTISING AGE 


December 22, 1934 


North Carolina 
Supreme Court 
Backs Dentist 


Raleigh, N. C., Dec. 19. -The State 
Supreme Court late last week re- 
versed the ruling of the North Car- 


olina board of dental examiners 
which revoked the license to prac- 
tice of Dr. J. E. Owen, Asheville 


dentist, on the basis of the dentist’s 
advertising 

Dr. Owen had inserted paid ad- 
vertisements in a daily newspaper, 
ind had signs in color painted upon 


sinus ' a . . te i ; : : : 
the building in which he has of-| Associate Justice Michael Schenck | in the absence of any 
tices. Following the board’s decision, | wrote that “nowhere in the accusa- | fraud or falsity, we are constrained 


| he had appealed to the Buncombe|tion is there any charge of false | to 


county superior court, which then 
upheld the ruling of the dental | 
board. 


A North Carolina statute states | 
that “whenever it shall appear to 
the Board of North Carolina Dental | 
Examiners that any licensed dentist | 
practicing in the state has been 
guilty. .. of false notice, advertise- 
ment, publication or circulation of 
false claims or fraudulent or mis- 
leading statements of his art, skill, | 
or knowledge, or of his method of 
treatment of practice. or has by | 
himself or another solicited profes- | 
sional business, the board shall re- 
voke the license of such person.” 
the 


In rendering court’s opinion, 


hold that the judgment... is 
erroneous.” 

If the state dental board wishes 
further restrictions upon the nature 
and extent of advertising by den- 
tists, the remedy lies with the legis- 
lature, and not the courts, the opin- 
ion stated. 


advertisement or publication, or of 
circulating any false claims or 
fraudulent or misleading state- 
ments. The appeal raised the ques- 
tion as to whether the charges in 
the accusation ‘constitute such so- 
liciting of professional business’ as 
is inhibited by the _ statute. We 
think not.” 
Justice Schenck 
“The advertising or circulation of 
statements without the taint of fal- 
sity or fraud, although paid for, can- 


Southwestern Life to 
Use Newspapers Again 


Newspapers will be used again by 
the Southwestern Life Insurance 
: : -| Company in 1935, R. A. B. Goodman, 
¢ strued as a violation of . * 

mot conntrsen sili pes cage | vice-president and secretary of the 
the statute. We do not pass upon | company told the annual company 

the ethics of advertisement resorted | eonyention at Fort Worth Dec. 14. 
to by the respondent in the case,| Newspaper advertising will be 


declared further: 


/but, under the statute as drawn, and | placed in direct ratio to the amount 


allegation of | of business being booked by local 


agents. 


Na LL 


ILLINOIS CENTRAL 


JOINS 


CHICAGO’S ‘SKYLINE of SIGNS”! 


@ And now—the Illinois Central Railroad System ! 
— joins Chicago's $2,000,000 “Skyline of Signs.” 


@ The I. C.—as it is familiarly known 


Blazes its advertising message—in 


flaming colors—night and day, to thousands upon thousands of passers-by. 4 Adver- 


tisers — both national and local advertisers—interested in selling the great 


Chicago metropolitan market, are getting the facts about this new and vital 


force in advertising—Chicago’s “Skyline of Signs.” 


«@ And these self-same 


advertisers, with the facts in hand, are joining Chicago's “Skyline of 


Signs!” 


@ Chevrolet, Standard Oil, Kraft, Phillips 66, Four Roses, Old Dutch, 


Sunbrite, A & P, Coca-Cola are among the many who came, who saw, who 


joined Chicago's Skyline. 
can do for you. 


Chicago's “Skyline of Signs!” 


225 


MORE 
Vv 


I 
SVILLE 


@ And what 
@ Ask today for ALL the f 
@ They will 


DALLAS 
MINNEAPOLIS 


DULUTH 


Federal has done for these advertisers it 
acts about this new force in advertising— 


come to you by return mail immediately. 


FEDERAL ELECTRIC COMPANY, INC. 
Claude Neon Federal Company 


North Michigan 


CINCINNATI 
MILWAUKEE 


Subsidiaries: ay BRILLIANT CO., St. Louis and Kansas City, Mo. 
CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Witchita, Kansas 


Avenue, Chicago, Illinois 
HOUSTON INDIANAPOLIS LEXINGTON 
NEW ORLEANS PHILADELPHIA ST. PAUL 


| KE. Alexander, 


CAMPAIGN BEGUN 
FOR NEW LINE OF 
WALK-OVER SHOES 


Brockton, Mass., Dec. 20.—Making 
a bid to capture business on a legs 
expensive shoe line than it has pre. 
viously offered, the Geo. F. Keith 
Company is introducing its new line 
of $6.50 Walk-Over shoes in consumer 
and trade publications. 

The new line will be on the market 
in January in the South, and in the 
spring in Northern states. The 
firm’s $7.50 and $8.50 lines were 
priced too closely, according to the 
experience of the Keith executives. 
The new prices are $6.50 and $8.50, 
with the $9 and $10.50 prices as pre. 
viously. 

A double page on the $6.50 shoes 
has appeared in Boot & Shoe Re. 
corder, and advertising in the Shoe 
Style Digest and the trade supple. 
ment of Vogue for January will com- 
plete trade journal publicity. 

Copy in Woman's Home Comyri- 
ion will constitute the chief con 
sumer effort although a mention of 
the new line will ve made in the 
firm’s advertising in Vogue. 

The line was introduced to sales- 
men through a book. A similar book 
is being compiled to be sent to deal- 
ers, some 3,500 of whom have already 
received an offset broadside. 


Furnish Dealer Helps 


Considerable local advertising on 
the $6.50 line is expected on the part 
of retailers. For this, the Keith firm 
is offering an announcement mat of 
one-half page to be followed by other 
newspaper mats, copy layouts and 
similar helps from the firm’s news- 
paper service. The firm will soon 
distribute approximately 200,000 fold 
ers to be used by local retailers. (On 
these 16 shoes can be featured, to be 
selected by the retailer. 

Window cards will 
nished. 

Initial results on the new line ar 
most encouraging, according to Deane 
assistant advertising 
manager, who reports good orders 
already coming in with fine comment 
from the trade. Starting off with 40 
different styles, the $6.50 shoes ar 
now being produced in 70 styles 
The new line’s effect upon the firm's 
$8.50 line has been watched very 
earefully following introduction ot! 
the new price line. While a smal! 
decrease might have been expected, 
Mr. Alexander reports the $8.50 line 
sales have shown an increase. 

Sales of the $6.50 line have ap 
peared so satisfactory that Keith ex 
ecutives state additional production 
space will be needed, and they ar 
considering re-opening their South 
Weymouth plant which was closed 
some years ago 


also be fu 


“Monitor” Prints Special 
Issue for Boston Club 


Before the luncheon given the Bos- 
ton Advertising Club by the Chris- 
tian Science Monitor at its new plant 
Dec. 18, a picture of the visitors was 
taken by a staff photographer. A 
six-column cut of the picture was 
made in 85 minutes and was used on 
the front page of a special issue otf 
the Monitor, which was distributed 
to the group after lunch. 

The Ad Club Edition carried 
stories concerning the club’s visit, its 
activities and history, and a general 
story on the growth of advertising 


nationally and in Boston. Each 
member received a copy of the spe 
cial issue, which was __ folded, 


wrapped, and addressed individually. 


“Chicago American” Sets 


Up Housing Exhibition 

An attractive Cape Cod cottage. 
the 100-year-old shack which was 
modernized in six hours at A Cen- 
tury of Progress Exposition Oct. 24 
has been moved to Wacker Drive 
Plaza between Wabash Ave. and 
State St. by the Chicago American. 
It was opened to the public at its 
new site Thursday, as the news 
paper’s ‘Home Modernization Ex 
hibit.” 

Tying up with the exhibit, infor 
mation regarding the National Hous 
ing Act and the better housing pro 
gram is available at the newspaper‘ 
information office, and from its hous 
ing editor. 
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ADVERTISING AGE 
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PHOTOGRAPHIC REVIEW OF THE WEE 


TO AID SALESMEN SELL JOHNSON PRODUCTS 


Photomontage of ''The House by the Side of the Road’, Johnson's 
radio show, will be used in a new portfolio for salesmen. The large 
figure in center is Tony Wons. To his left is Gina Vanna and to the 
right, Emery Darcy. At the top Ulderico Marcelli and orchestra are 
shown, and directly below is Harlow Wilcox. In the lower right 
corner are Ronnie and Van and in the lower left Helen Wing of the 
agency and Pete Lund, author. (Story on Page 20.) 


A gay gift box filled with jars and packages of the company's cheese 
is a holiday offer of Shefford Cheese Company. A cheese recipe 
book pre cut-out of the Shefford Chef go along with the box. 


NEW WRAPPERS FOR WRAPPING PAPER 


Mosinee Paper Mills Company, Mosinee, Wis., has adopted new 

packages and new labels for its line of Kraft papers. The Indian 

motif, always identified with this product, is dhebuteled upon in the 
new package. 


a 


This impressive display room in International Silver Company's Sales Service Institute, described in the 


ONE OF DISPLAY ROOMS IN NEW INTERNATIONAL SILVER INSTITUTE 


Dec. 15 issue of "Advertising Age," is devoted to articles made of International sterling. Numerous other 
rooms display other Insilco products. 


FOR PARISIANS 


A new Paris firm, Agence Protea, 

is erecting a limited number of 

these advertising pillars in French 

cities outside of Paris. The central 

octagonal section revolves, and 

the entire pillar is illuminated from 
within. 


DIES SUDDENLY 


Joseph L. Hardig, vice-president 


and general manager of Camp- 
bell-Ewald Company, who died 
suddenly Monday. 


(Story on Page 6.) 


COLOR GRAVURE TELLS PRAGER BEER STORY 
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FOR THE HOME BREAD 


imported Quality 


Front and back pages of a four-page, newspaper-size broadside, 
300,000 of which were produced for Atlas Brewing Company, Chi- 
cago, by the Cuneo Press, for mail distribution in Chicago suburbs. 
The two pages shown here were in full color, the inside in monotone. 
Henry Eckstein, sales manager of the company's bottled beer divi- 
sion, sponsored the idea of presenting a history of beer in the folder. 
Periodic distribution of dolor broadsides is planned by the brewery. 


NEW BRASSIERE TO INSPIRE CAMPAIGN 


L 


A series incorporating this illustration will appear in metropolitan 
dailies shortly after the first of the year to stimulate demand for 
Props, new product of the H&W Company, Newark, N. J. John H. 
Miller of Frank Presbrey Company, New York, is handling the account. 
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